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NEPIAHYH 


H paydaia yetaBoAn TOU AVTAYWVIOTIKOU TIEPIBGAAOVTOG TTOU OUVTEAEOTNKE 
KaTG TI¢ TEAEUTAIEG OUO OEKAETIEG AOYW TNS TAYKOOUIOTIOINONS, TNS OfUvons TOU 
QVTAYWVIOHOU =KaI TNS avaTITUgn¢ TOU AlddiKTUOU SOnYIOUPpYNnOE OTOV 
ETTIXEIDNUATIKO KOOUO VEEG avdyKeg yia dSiagopoTroinon Kal avEUpEON 
AVTAYWVIOTIKOU TIAEOVEKTHYATOG. Ol ETTIXEIDNOEIG OUVTOYA SiaTTioTWOoAV OTI TO 
AVTAYWVIOTIKO TTAEOVEKTNUG TTOU OTNPICETAI OE TIPOIOVTIKA KAPAKTNPIOTIKA SEV 
UTTopei va EfAOMaAioE! YAKPOTTPOBEOA OMEAN KAI EOTPEWAV TO EVdIA~EPOV 
TOUG O€ €EVA TIOAUTIUO TIEPIOUDIAKO TOUS OTOIXEiIO, TOUG TrEAdTEG. H 
TEAATOKEVTPIKH, MiAoCO@ia, Trou €ExXEI TIGC pies tng oto Relationship 
Management, o€ ouvOudoLuO UE THV TIANPO*OpIakh TEexvoAoyia OShynoav otnv 
avdttugn Tou Customer Relationship Management (CRM). 


To CRM €xél yvwoeioe! Onuavtikh avdattugn otnv AyvEepikh kal Th AuTiKh 
Eupwttn, aGAAd EXP! OfYEpA Ev EXE! KATOPBWOEI OE YEYGAO BabyO va 
ATTOMEPE! THV AVAYEVOUEVN ATIO5OON ETTEVSUONS (ROI) OTIC ETTIXEIDN|OEIG TOU TO 
em~aqoyooav. av atroréAeoua, OTNV TpdOg~aTn dicE8vA apP8poypagia 
TTAMATNPEITA! OXETIKN ETTIPUAAKTIKOTNTA KAI YivETAI OUXVG AVva@Mopa oTa YEYadAAa 
Kal aTro8appuVTIKa TTOOOOTA ATTOTUXNHEVWV EMapYyOoyWwv. Etimpdo8eta, n 
otpaTnyikn CRM €yxél xapaktnpiotei OuXva WC UTTEPEKTIUNUEVN Kal €XEl 
UTTOOTNPIX8E! EUPEWS OT! Eival OUOKOAN Nn ETTiTEUgEQN TwWV EeTTIOUUNTWV 
ATTOTEAEOUATWV. 


ZKOTTIOG TNS TTAPOUOAS OITTAWHATIKNS Epyaoias Eival va E€ETAOE! THV EVVOIC KAI 
Ta ogéAn tou CRM, divovtag éuMaon oTN oOTpPaTNyIKh TOU didoTaON. 
Mapati9evtal TIPOTAOEIC KAI EPYAAEIA TOU KPiVOVTAI OKOTTIUA yIa THV aTTOMUYNH 
OMAAUATWV KOI TOU UTTOPOUV VA OUVEIOMEPOUV ONUAVTIKG OTNV ETTITUXNYEVN 
vAoTToinon KAI TH HEYIOTOTIOINON Ths aTTdd0oNS TNS ETIEvOUONS oe CRM. 
NapdaAAnaAa, n avapopd otnv TrOAUKAVaAIKh OAOKANPWON KAI OTIC OUVATOTNTEG 
TOU TIPCOMEPOUV Ta WNgiaKd KavdAia oTO CRM otdyo €xéel Thv uTTOdEIEn 
ETTITTPOOBETWV TPOTTWV YIA THY TIANEN aAgloTTOInNON TNS OTPATNYIKhS aTTO pA 


eTmixeipnon. OAOKAnpwWvovtTac, n TTaPaBEON ATTOTEAEOUATWV EMDEUVWV OXETIKWV 
ue TO CRM atrookorTrei oTnv avddeiEn OnuavTikwv PEeydTwv Trou OxXETICOVTAI WE 
THV ETTITUXNUEVN TOU UAOTTOINON. 


Mio avaAuTIKd Of KAGE KEMGAAIO TrapOUGIGCovtTal Ta AKOAOUGA: 


To TrpWTo KEepaAaio trepiAauBavel la Eloaywyn oTnv évvoia Tou CRM, ye 
TIEPIYPAMH TwWV TplwWV OIGOTGOEWV TOU, WOTE va SoVE! TTANENS KAI C~aIpIKh 
EIKOVA TOU OPOU. 2TN OUVEXEIA, AVAAUETAI FN ETTIXEIONOIAKH Pi\occogia TOU CRM 
Kal ElOIKOTEPA ViVETAI AVA~OPA OTN ONYACIA TNS SnwIOUPYias EUTTEIPIAG yIA TOV 
TEAATN, OTHV THOTOTHTA KAI THV TUNUATOTTOINON TWV TrEAATWV KAI OTNV EOTIAON 
OTOUG TIEAATEG CWTIKNS ONnYaCIac. TEAOG, yiveTal Avapopd oTO AOYIOUIKO CRM 
KOI OTNV OAOKANPWOH TOU HE TA TANPOMOPIAKaG GUuOTHYATA ERP. 


To SEUTEPO KEPAAAIO AVAMEPETAI AVAAUTIKA OTIC SUVATOTNTES EPAPYOYNS TOU 
CRM otoucg TOUEIG TOU HGPKETIVYK, TWV TTWANOEWV KAI THG EfuTTNPETNONS 
TEAATWV KQI OTA YWETPHOIUA OMEAN TIOU TIPOKUTITOUV YI THV ETTIXEIONON. LTO 
TéAOG TOU KEMadaiou TrapaTiPEevtal Ettiong TA WN atTITa OMEAN ToU CRM trou 
AVTAVAKAWVTAI OTN OUVOAIKN ElIKOVA TNS ETTIXEIPNONS Kal OUVABWCS Sia@aivovtal 
o€ BABO0c xpovou. 


To tTpito KEe@paAdio divel EUMAONH OTN OTTOUDAIOTHTA TNS TPOOEKTIKA 
OXEdIAgUEVNS OTpaTNyIKhSs CRM kal Treplypagel TO UOvTEAO TOU CRM Scorecard 
TOU aTroTeAgi Eva TTOAU xpNOIUO EPYAAEio TODO yIA TNH KAapPAgN, OOO KAI THV 
TapakoAoUu8non Kal agioAdynon NG OTpaTNyIKAgc CRM. tn ouvéyeia 
TTEPIYPAETAI WIA CEING KPioOIUWV TrapayOVTWV ETTITUXIAG TOU CRM, Ka8Wwe kal 
ONUAVTIKWV ELTTOOiWV TTOU OUXVAO TTAPAKWAUOUV THV ETTITUXNUEVN EMapPYOYNh 
Tou. H trAeidda Twv EyTTOdiwv GAAAG KAI TWV TTAPAYOVTWV ETTITUXIAG TTOU 
TTAPOUOIACOvTal! SivouV UIA OAPEOTENN EIKOVA TOU BABYOU TTOAUTTAOKOTNTAG TOU 
TepiAauBavel n vuAoTToinon evdg ouotTAYaTOog CRM kali Twv_ troAAaTTAWwv 
ETTIOPACEWV =TNG OF OTPATNYIKO, YXPNNATOOIKOVOUIKO, OPYAVWOIAKO, KAI 
AEITOUPYIKO ETTITTESO. 


TO TETAPTO KEPAGAAIO AVAPEPETAI APXIKA OTN OTTOUDAIOTHTA THG TTOAUKAVAAIKNHS 
OAOKANPWONS id THv ETTITUXIA TNS OTPATNYIKHS CRM. Méow tn TroAUKaVvaAIKhsG 
OAOKANpWONS fH ETTIXEIDNON EfAO@aAiCe! OUAAOYN OTOIXEIWV YIA TOUG TTEAATEG 
amo )§=6TroAAaTIAG §=onugia § aAAnAETTiOpaong Kal auUcdvel TIG SOuUVATOTNTES 
EVOUVGUWONS TWV TIEACTEIAKWV OXEDEWV HEOA ATIO TNHV TIPOOMOPA EUTTEIDIWV 
UWNAOU ETTITTEOOU. ZTN OUVEXEIA TIEPIYPAMOVTAI O!1 SOUVATOTNTEG KAI Ta 
TTAEOVEKTHUOATA TTOU TIPOOMEPOUV TO IVTEPVET KAI TA WHOIAKG KavdAid EUPUTEPA, 
TA OTTOIA UTTOPOUV VA AEIOTTOINOOUV ONUAVTIKG OI ETTIXEIDNOEIG TOU OXEdIGCOUV 
otpaTnyikrh, CRM. H teAeutaia evotnta Tou KepaAdiou avaAvE! Thv Evvola TOU e- 
CRM kai avag€épetal otic Agitoupyigg Ka! TO TAEOVEKTAYATA TOU AUTO 
TIPOOMEPE! OTNV ETTIXEIONON. 


TO TTEMTITO KEMAAAIO TIEPIAGUBAVE! TA ATTOTEAEOUATA HIAG TAYKOOWIAG EPEUVAG 
Ths IBM yia to CRM kal Kataypdge! OnuavTikd SéyaTa, 6TIWo O BaBY"Gc 
ulo8éTNONS TOU CRM atré Tous epyadduEevouc, Nn TrapaTnpouvEVN UTTOOTHpIEh 
TOU OTTO THV AVWTATN OIOIKNON KAI Ol TTAPAYOVTES TTOU KPiVOVTAI KPIOIO! yIa THV 
ETTITUXNUEVN EMAPYOyNH TOU OUOTHYATOS. Etimpoo8etTa, oTO KEMaAaIO auUTO 


TTAPOUOIGCOVTA! TA ATTOTEAEOUATA IAG AKOYA EpEUVaAS N OTTOIA SievepynOnKeE 
oTnv AyyAia Kal apPopa OTNV TIPOBEON TOU TIEAATN va ETTACKE! OE UIA TIO OTEVA 
OXEON HE HIG ETTIXEIDNON KAI va OIABECE! TIPOOWTTIKG TOU OTOIXEIA AVGAOYA YE 
TOV KAGOO OTOV OTTOIO AVAKE! Nn ETTIXEiONON. AKOoAOUGEi Nn TrapadBEOn TWwv 
ATTOTEAEOUATWV EpEeUVaS yIa THY UIOBETNON TOU CRM artro Tic WEYGAEG EAANVIKEG 
ETTIXEIDNOEIGC. 2TO TEAOG TOU KEMAAGIOU OUYKEVTPWVOVTGI Ta YevIKd 
OUUTTEMPGOUATA TOU TIPOEKUWAV ATIO THV EKTTOVNON aUTNS TNS SiTTAWHOTIKHG 
epyaoiac. 


H ouyypagn Ths Trapovods Epyadias OTNPIxONKE KUPiWc oe EEvn ApPpoypagia 
ECEIOIKEUMEVWV TTEPDIOOIKWV KOI WEYOAWV ETTIXEIONOEWV TTOU AVTANONKE YEOW 
AlgdiKTUOU. ZUUTTANPWHATIKG, AVTANONKav oTOIXEia aTTO E€vy PIPAIoypagia Trou 
efeldiKeUETAI OTO Customer Relationship Management kai of€ yIkpdTEepo BaByO 
atro eAAnvikh ap8poypagia. 
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KE®AAAIO 1 
CUSTOMER RELATIONSHIP MANAGEMENT 


1.1 Eloaywynh 


H TayKOOUIOTTOINON, N dicidduon Tou lvTEpvEeT KAI N OFUVON TOU AVTAYWVIOYOU 
TOU TrapaTNnpoUvTal KaTa TI¢ TeAEUTAaIEg OeKkaETig¢ GAAatav pIcIKa TO 
AVTAYWVIOTIKO TrEpIBGAAOV. Ka8we o1 TreEAdTEG APXiOav va ATIOKTOUV OAOEVA 
UEVAAUTEPN IOXU, AOYW TNS TANOWPAS SIABEOIUWV AyABWV, UTTINPEDIWV, KABWC 
Kal TOU yXaunAoU KOOTOUG aAAayAS TPOUNPEUTWV, OO!  ETTIXEIDNOEIC 
OUVEIONTOTIOiInNOAGV OT! N TIPODMOPAG KAAUTEPWV, PONVdTEPWV A SIAMOPETIKWV 


TIPOIOVTWV SEV ETTAPKE! VIA THV ETTITEUEN UAKPOKXPOVIAG KEPdoMopiac. 


Avacntnoav vee TINYES AVTAYWVIOTIKOU TTAEOVEKTHUATOSG KAI SIAMOPOTTOINONS 
TIPOKEIMEVOU VO ETTITUXOUV UWNAOTEpPA ETTITTEOa THOTOTHTAG Kal SiaTAeNONS 
TeAGTWV. LAV ATIOTEAEOUA, OTAdIAKA TrapaTNPnONnke WETATOTTION ato TH 
OTPATNYIKH UACIKOU WUAPKETIVYK KOI THV EOTIAOH OTNV Trapaywynh, OTN 
OIAUOPQOWON ECEIOIKEUVEVWV, TTPOOWTTIOTIOINUEVWV TIPOIOVTWV KAI UTTINPECIWV 
(mass customization) Kal oTnv avdtrTugn oXéoeWV WE TOUG TIEAATEG, 
QKOAOUQWVTAG TAKTIKEG OXEOIAKOU UOPKETIVYK TTOU EMAPUHOCOVTAV ATIO TIC 


TIPWTEG HEPES EPAPYOYNS TOU EUTTOPIOU. 


To Customer Relationship Management (CRM) €xél Tic piZeg Tou oTn giAocogia 
TOU OXEOIOKOU WdpKETIvyK (relationship marketing) To otroio trpoteivel 
UMETATOTIION ATO THV EOTIAON OE HENOVWHEVEG OUVaAAaYES KAI TH SIApKh 


avacntnon véwv reAaTWV, OTN OIATAPNHON Twv UTTAPXOVTWV TTEAATWV KAI Th 
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d1laxeiplion TWV OXEOEWV HE AUTOUG, OTOXEUOVTAG OTNV WaKpoOXpOovia 
Kepdogopia. Eldikétepa, To CRM ouvdudZe! tn piAcoogia tou relationship 


marketing Ye Tig OUyXpoves SuVATOTNTES TNS TIANPO@oOpPIAKNs TExvoAoyiac. 


1.2 Opiopd6s Tou Customer Relationship Management (CRM) 


To CRM atroteAgi OTpaTnyIKH avaTTUgNns Kal SiaTAPNONnS YAKPOXPOVIWV KAI 
QUOIBAIA ETIWHEAWV OXEDEWV HE TTEAATEG OTPATNYIKNS ONYACIAG, ETTIOIWKOVTAG 
TTAPGAANAG TNH HEYIOTOTTIOINON TNS KEpPdOMoPiag KAI THSG Agiag TOOO yIa TOUG 
TTEAATEG OOO KAI VIA TOUG HETOXOUG TNS ETIIXEIMNONS. EldiKOTEpa, WEOW TNS 
oTpaTnyikns CRM n etrixeipnon etmidiwKkel, TEA ATO TN SIaTAPNON Twv TrEAATWV 
yla YEYGAO xpOviIKO SIGOTHHG, TN WETATPOTIA TOUG OE UEYAAUTEPOUG KAI TTIO 
KEpdoMopous TEAATEG, TOUG OTTOIOUG Elval O€ BEON va EfuTINpETEI OAO KAI TTIO 


OTTOOOTIKG. 


ZE OPIONEVES TIEPITITWOEIG TO CRM tTrepivypd@etai ye KaBapd TEXVOAOYIKO 
TIPOOAVATOAIOUO, Ws Eva EpyaAEio TEXVOAOYIAG TTOU ETTITPETTE! TOV EVAV-TIPOG- 
évav ETTagr YE TOV TIEAGTN KAI TOU ATTAG ECUTINPETE TOUG EUTTOPIKOUG OTOXOUG 
TNS ETIxEipnons. To CRM, wotdoo, EeTepvd KaTG TIOAU Ta Opia plas aTrANns 
TEXVOAOYIKNS EPAPUOYNS VIA TIC TTWANOEIG KAI TO UOPKETIVYK KAI OUOIGOTIKG 
AVAPEPETA! OE WIA OIGAEITOUPYIKN, TEAATOKEVTPIKN OTPATNYIKA TOU EVOWLATWVE! 
THY TexvoAoyia KAI TroU SiaxyéeTal O& OAOKANPO TOV OpyavIO"O, TOOO OTNHV 


KOUATOUPG, 600 Kal OTIC SIadiKaoies TOU (Chen, Popovich, 2003). 


2UU@wva ye Tov Andrian Payne, To CRM ouvdudZel Tig SuVATOTNTES TWV VEWV 


TEXVOAOYIWV HE TNH OUYXpOVNH avTIAQNWN TOU WUOGPKETIVYK, TIPOKEIUEVOU Nn 


ETTIXEIDNON VA AVATITUEE] HAKPOXPOVIEG KAI KEPDOMOPEG OYXEDEIG HE TOUG 


TreAdtTec (Payne, Frow, 2004). 


1.3 Alaotdoeic Tou CRM 


APKETOI ATTO TOUG OPIOWOUS Trou ExOUV SiaTUTTWOEi EXP! OfYEPA yia TO CRM 
ETTIKEVTPWVOVTA! OE Hid SIGOTAON TOU, OTIWCG N ECUTINPETNON TrEAATWV, OI 
TEXVOAOYIKEG TOU OUVATOTNTES fF TA ETTIXEIPNOIAKA OMEAN. MpdKEITAI OUDIGOTIKA 
yIA TIC TPEIG SIaMopETIKEG SiaoTdoEIG TOU CRM, tnv TexvoAoyiKh, TNHV 
ETTIXEIONOIAKN / OTPATNYIKH KAI THY TrEAATEIAKH SIGOTAON, O| OTTOIEG AVAAUOVTAI 
oTn ouvéxeia (Teo, Devadoss, Pan, 2006). Kpivetal oxéTriyo va e€€TaoTOUV Oo! 
TPEIG AUTEG SIAOTAOEIG TOU CRM, wote va yivel KAAUTEPA AVTIANTITO TO EUPOG TOU 


Opou Kal va SIEUKOAUVOEI N OAIOTIK TOU TIPOOEYYION. 


1.3.1 TeyvoAoyikh Aldotaon 


H TEXVOAOYIKH TIPOGEYYION TOU CRM avagépetal oTIc SUVATOTNTES TTOU TIAPEXE! 
OTNV ETMIXEIONON VIA KAAUTEPN IKAVOTTOINON AVAYKWV TWV TIEAATWV TOU, HEOR 
atmo Thv avdAuon SEdsovEvWV KAI TH DIGUOPQWOoN TIPOgiA TWv TrEAaTWV. TO 
CRM trap€éxyel Thv KaTGAANAN uTrodoun Kal Ta avaAuTIKG epyadgia Trou 
ETTITODETIOUV THV KOAUTEPN KATAVONON TWV TrEAATWV KAI TTOU OIEUKOAUVOUV THV 
aTrodorikr) AAANAETTiOpaon pe auTOUG. Méow Tou CRM oAoKAnpwvovtal Kal 
EVOTIOIOUVTAI OIDOIKAGIEG WAPKETIVYK, TTWANOEWV KAI EfUTINPETNONS TrEAATWV, 
ONUMIOUPYOUVTAI KEVTPIKEG BAOEIG SEd0uEVWV KAI YW’ AUTO TOV TPOTTIO OI 


OIADIKAGIEG EEUTINPDETNONS TwV TIEAATWV YiVOVTAI TTIO EUEAIKTEG KOI ATTOOOTIKEG. 


1.3.2 Emixeipnoiakny / 2tpatnyikn Aidotaon 


ZUUMWVA HE THV ETTIXEIDNOIAKN — OTPATNYIKN TIPOGEYYION, TO CRM artroteAgi pla 
EUPUTEMPN OTPATNYIKN TTOU OTOXEUVE! OTNV ETTITEUEN YAKPOXPOVIAG KEPdOMoOpPiac 
UEOA ATO THV APIOTN IKAVOTTOINON TIEAATWV KAI OTHV EOTIAON OTOUS ETTIKEPSEIC 
TreAdtTes. H diayopq~won Baoewv SEed0uEVWV TWV TreAATWV, O KABOPIO"OS 
TpPOGIA KAI NM THUNYATOTIOINOnH TreEAATWVY TIPOOMEPOUV THV aATrapaiTnTN 
TANPOMPSpNON Trou eival avayKaia yia Tn AnWN aTroMaoEwWV Kal TH xdpagn 
ETTIUEMOUG KAI KATGAANAG OTOXEUNEVWV OTPATNYIKWV. H ETmIXEINNOIAKh SIdoTAON 
Tou CRM avagépetal ettiong oTnv avayKn didxuons TNS TEAATOKEVTPIKNHS 
MiAocogias o€ SAN Thv ETTIxEionon, KABWS KAI OTOV AVAOYXEDIAOUO OAWV TWVv 
ETTIXEIDNOIAKWV SOIADIKAGIWV, WOTE va dIaOMaAiZEeTal n TANPNS Kal YAKpOXpovia 


agioTroinon Twv SuvaTOTHTWV TOU TIPOOEpE! TO CRM. 


1.3.3 NeAateiakn Aidotaon 


H TreAQTEIAaKH OIGOTAON EOTIGCE! OTIC ETTAMES KAI TA ONUEIA AAANAETTIOpAONS TOU 
TTEAATN HE THV ETTIXEIONON. Ol ETTAMES YE THV ETTIXEIONON ATTOKAAUTITOUV TTOAAG 
OTOIXEIA yIA THV EOTIAON KAI TO EvdIaMEPOV TNs yIa TOUG TrEAATEG, KABWCS KAI vIa 
THV IKAVOTHTA TNS va TOUS EgUTINpETHOE!. H AAANAETTIOpAGON TOU TrEAGTN HE THV 
ETTIXEIDNON ETINPEGCE! ONUAVTIKG TO BABY"O THOTOTNTAG, OTTWS KAI TH SIAMHYION 
«QMO OTOUA O€ OTOWA». To CRM Sivel Eugaon oTn OuUAAOYH TIANPO@opIwv KATA 
TH SidpKela AAANAETTIOpPGONS YE TOUG TIEAATEG KQI OTNV AEloTTOINON TOUG, 


TIPOKEINEVOU va BEATIWGE! TO ETTITTESO TrAapOXNS UTINPECIWV. EttimTpdo08ETA, TO 


CRM mTrpoteivel oxedIQOUO SIGdIKAGIWV TIPODAVATOAIOWEVWV OTHV ECUTINPETNON 
TTEAATWV KAI THY XPNOINOTTOINON KATGAANAWV EpyaAgiwv yid ThV KaTAaypagn Kal 


avdAuon SesouEvwv TrEAATWV. 


1.4 H emmyxeipnoiakn piAocogia Tou CRM 


Z2UU@Wva YE TOV KaOnynT Marketing Philip Kotler, oi to etiTUXnYEVES 
ETTIXEIDNOEIC Eival TTOAU ATTOOOTIKES OTHV ATTOKTNON, SiaTAeNON Kal avaTITUEN 
TWV TIEAATWV TOUG. OI ETTIXEIDHOEIG AUTEG BEATIWVOUV THY Asia TNS TEAATEIAKHS 
TouG Baons AaKOAOUBWVTAG TIC AKOAOUBEG TAKTIKEG: 
- [poog€epouv uid idiaitepn EyTTEIpia OTOV TEAGTH 
- Avugdvouv Tn dldpKeia Ths OXEONS TOUG HE TOUG TTEAGTEG 
- AvatrTuooouv Tous TIEAATES TOUC, UEOW Cross-selling kal upselling 
- Metatpétrouv TOUS UN KEpdOO~opOUG TrEAGTEG OE KEPSOMOPOUG fF 
EVAAACKTIKG TOUG EYKATAAEITTOUV 
- Ajivouv idiaitgpn Eygaon oOTNHV ECUTINPETNHON TWVv TreAATWV CWTIKHS 
Onyaoiac. 
OAKES O1 TTAPATTAVW TAKTIKEG AVTITTPOCOWTEUOUV TNH giIAoDOgia Tou CRM, To 
OTTOIO ETTIOIWKE! THY AUENON TNS KEPOOMOPiAaG YEOA ATIO THV AgIoTTOInNON Twv 


TTANPOMOPIWV TWV TTEAATWV. 


1.4.1 Euqaon otn onuioupyia «eptreipiac» yia Tov TrEAATN 


H giAooogia tou customer relationship management avadeikvUel TH ONUaCia 
TNS EUTTEIDIAG TOU ATTOKTA O TrEAATNS O€ KABE TOU AAANAETTIOpAON YE THv 
eTTIXeipnon. H diauopmwon YAKPOYXPOVIWV, OTABENWV OKEDEWV LE TOUG TIEAGTEG 
ATIAITE] THV TIPOCOMOPA IAG OUVOAIKNS EUTIEIPIAG AVWTEONS TTOIOTNTAG, TOU 
UTTEPBAIVE! TY OUVNON TrapOXN TIPOIOVTWV A UTTINPEOIWV. H paydaia EfeAlEN THC 
TexvoAoyiac, GAAWOTE, KABIOTA OXEdOV AdUVATN TH SiaTAPNHON aAvTAYWVIOTIKOU 


TTAEOVEKTNUATOG TTOU OTNPICETAI ATTOKAEIOTIKA OF TIPOIOVTIKA KAPAKTNPIOTIKG. 


H diIauop@won NHS EUTTEIDIAG TOU TrEAGTNH AVAMEPETAI KUPiWG OTNV IKaVOTNTA 
eTTIPPONS THS avTiAnWNs Trou OxNYaTICE!_O TIEAGTNS KATA THV ETTAMN TOU HE THY 
ETTIXEIDNON, EITE TIPOKEITAI VIA TTAPAYYEAIG TIPOIOVTOG, VIA KANON TIPOG TO KEVTPO 
UTTOOTHPIENS, A YIa SIaPNyIOTIKO UNVvUUa Trou TOU aTreUBUvEeTal (Dyche, 2002). 
Or AeiToupyIKEG W@EAEIEG TOU aTTOKOYIJEl O TreAGTHNG, KaBWC KAI TO 
OUVaIOBNnYATIKO «OE€CIUO» TIOU AVATITUOOETAI OTASIAKA WE THV ETTIXEINNON 
dIAUOP@WvouV THV EUTTEIDIA TOU. H TIPODMOPG lac EEXWPIOTNS EUTTEIDIAG OTOV 
TEAGTNH EVIOXUE! TN OXEON TOU HE THV ETTIXEIONON KAI OTAdIAKA aUgavE! TO 
WUXOAOYIKO KOOTOG aAAayrs TrpOUNnPEUTH. M’ auTOv Tov TOOTTO ETTITUYXAVETAI N 
SIAUOPPWON LYAKPOXPOVIWV OKEDEWV EUTTIOTOOUVNS HE THV ETTIXEIPNON, N KUPIA 


ATTOOTOAN TOU CRM. 


H €uTTEipid TOU TIPOOMEPETAI OTOV TTEAGTN Eival ATrapaitnTo va Siakpivetal aro 
OUVETTEIA KAI OYOIOMUOPGia oO€ SAG Ta KaVGAIG ETTAaMNS YE THV ETTIXEiONON, 
TIPOKEINEVOU VO ETTITEUXBOUV Ta ETTIOUUNTA aTroTeAEOUaTA. KdGe AAANAETTIOpAaoN 


UE TOV TIEAATN TIPETTE! VA AVTAVAKAG TN OUVOAIKN TTEAQTOKEVTPIKN PICO Oia Kal! 


va uTTooTNpice! THV ETTiITEUEN TNS FExXwWPEIOTHAS EUTTEIPiac. H tTrANnpoMopIaKh 
TexvoAoyia diadpayarife! ONUAVTIKO POAO YIA THY TIPAYYATOTIOINON AUTOU TOU 
oToxou. H_ utrootmnpign tng tNHAEMwvikns EsfUTINPETNONG HE KPENOINES 
TANPOMopieg yia TOV TrEAGTH, N TPOOWTIOTTOINON Trou TrapEeXETAI aTTO UIA 
IOTOOEAIOR, N ATTOOTOAN EGATOUIKEULEVWV SIAMNUIOTIKWV UNVULOTWY CULU@wva 
UE TO TIPOMIA TOU ATTOOEKTH, OUUBGAAOUV OTNHV TIPOOMOPa IAG YOVvadIKNS 


EUTTEIDIAG OTOV TTEAATN TOU TOV OEVEI HE THV ETTIXEIONON. 


1.4.2 Miotétnta - ‘Eu@aon otic UAKpOXPOVIEG OXEDEICG UE TOUG TTEACTEG 


Katd ta TéAEuTAaia xpOvid Ol ETTIXEIDNOEIG AVAYVWPICOUV OACEVA TTEPIODOTEPO 
THV asia TwVv UAKPOXpOVIWV OEOUWV HE TOUS TIEAATEG TOUG OAV Eva OTTAO VIG THV 
QVTIMETWTION THC auUgavouEVNG EvTaONG TOU dIEBVOUG aVTAaYWVIOUOU. 
E1l0iKOTepa, TeivouUv va WETPIGGOUV THY TIPCOTIABEIa KAI TIG dSaTIavEC 
TIPOOEAKUONS VEWV TIEAGTWV KG! ETTEVOUOUV TTEPIOOOTEPO OTNV DIAUOPQwon 
IOXUPWV OXECEWV KAI THV IKAVOTTOINON TWV UTTAPXOVTWV TIEAATWV. ZTOXOS TNC 
TAKTIKNS AUTNS Eival Nn SIATAPNHON TwWVv UTTAPXOVTWV TrEAATWV KAI N AUENON Twv 


EOOOWV TIOU TIPOEPXOVTAI ATTO AUTOUG. 


2UUMwva YE WIA TANOWeAG EpEUVWV Trou ExOUV OlEEaxOEi KATA Ta TeAEUTAIA ETN, 
TO KOOTOG TIPOOEAKUONS VEWV TIEAATWV EiVOl ONUAVTIKA UWNAOTEPO ATTO EKEivO 
TNS OIATHPHONS TWVv UTTAPXOVTWV, OXEON TOU UGAIOTA EXE! TTOOOTIKOTTOINOE! Kal 
EKTIUGTAI O€ AvaAoYyia TEvTE TIPOG Eva. H THoTOTHTA Kal Nn SiaTAPNON TWwv 
TEAATWV ATTOTEAOUV OTTOUOAIA TINY WHEAEIWV VIA THV ETTIXEI|NPNON. H ToTOTNTA, 
WOTOOO, OEV TIPETTE! VA OUYXEETAI WE THV Adpaveia. H TaON TIPAayYaTOTTOINONS 


ayopwv aro Evav TrpounPeuTA AdyW adpadveElac f EAAEIWNG EVOIAMEPOVTOS yia 


avacAtnon evaAAakTikWv AUOEWV O€ Ba TIPETTE! VA KABNHOUXACE! THV ETTIXEIONON, 
Ka8ws eivai mO@avov va diakoTrei SOTav do8ouUV KAdTOIA KivnTpa aATIO 


AVTAYWVIOTEG. 


H TOTOTNTA AVAPEPETAI OTNV TIPOBEON SnwWIOUPYiaG KATTOIAG OXEGNS TOU 
BaoiZetal OTNV EUTTIOTOOUVN Kal TO O€BAOUO. MpoKUTITE!l CUVAAWS AOYW BETIKWV 
TIPONYOULEVWV GAANAETTIONPGOEWV YE TNHV ETTIXEIONON, O! OTTOIEG Ka! SOivouV 
Kivntpa etravaAnwns ayopuv. H emxeipnon atroKoyiCel Ta AKOAOUGA OMEAN ATTO 
TN SlaTAPNON ToTwv TreAaTWv (Cram, 2001): 
- Ol! IKavoTroinuévol TreEAGTEG TEivouUv va KdvoUV OAOEVa HUEYAAUTEPEG 
ayopéec. 
- TO KOOTOS EfUTINPETNONS TreAaTWV TrOU fH ETTIXEIONON HON yvwpidel Eival 
XOUNAOTEPO. 
- Ol IKavoTroiInuévol TreAdTsg Ouxva eival SiateBEluEvo!l va TTAnPWOOUV 
UWNAOTEPN TIN. 
- Ol! TOTO: TIEAGTES TEiVOUV VO HOIPGCOVTA! HE THV ETTIXEIDNON TIC YVWOEIC 
TOUG YIG THV ayopa. 


- Ol! THOTOI TEAATEG OUOTHVOUV THV ETTIXEIDNON OE TPITOUG. 


A&iCel ETTIONG va avag_EepOEi OTI OUUPWVA HE EPEUVEC, O! ETTIXEIPNOEIG TOU 
dIaATNPOUV THOTOUS, WAKpPOXpOviOUG TrEAGTEG KaTOPABWVOUV va fETTEOGOOUV 
EUKOAOTEPA IA KPiON KAI ETTNPEGCovTal AlyOTEPO ATTO THV APvNTIKH Y\ 


ONUOOIOTHTA TOU TN OUVOOEUEI. 


Népa amo TH SIAUOP@wWOoNn OCKXEDEWV EUTTIOTOOUVNS KAI IKaVOTTOINONS, Oo! 
ETTIXEIDNOEIG + XPNOIUOTTOIOUV EBOOOUG KAI TEXVIKEG TIPOKEIUEVOU va 


evOappUvouV ThHV THOTOTQHTA Twv TreAATWV TOUG. 2 adUTEG TIC YEBddOUG 
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OUYKOTAAEYOVTA! O! KOPTEG TTPOVOHIWV, TA TTEPIOOIKA yiG TOUG TIEACTEG, Ol 
OUAAOYO! TIEAATWV, O1 TNAEQWVIKEG YPOYWESG EfUTTINPETNONS Kal Nn OUAAOYN 


TIPOOWTTIKWV OESOUEVUWWV YI EVEPYEIEG ECATOUIKEUUEVOU LCOKETIVYK. 


1.4.3 Tunuatotroinon NeAatwv Kal TAapPOXN ElOIKWV UTINPEOIWV AVG Tuna 


‘Eva amo Ta To QOEyEAIWON OUOTATIKA HG giAcDOgiag Tou Customer 
Relationship Management eival n TunuaToTroinon Twv TEAATWV TNS ETTIXEIPNONS 
OUUQWVA HE KPITHPIA OTTWSG TA AVAYEVOUEVA EOOSA, TO KOOTOS TIPOOEAKUONS 
Kal diatApnons, n Kepdoo@opia, to customer lifetime value. H Tunyatotroinon 
TNS TreAATEIAKNS BAONS TIAPEXE! OTNV ETTIXEIPNON UIA TTANPEOTEPN EIKOVA TWV 
UTTAPXOVTWV TTEAATWV KAI THY TPOMOSOTE! HE KPNOIUA OTOIXEIA TOU APOPOUV TIC 


TINYES AvVTANONS A aTTWAEIAG KEPOWV. 


Xdpn OTA SEOOUEVA TIOU TIPOKUTITOUV ATTO THY TUNUATOTTIOINON Twv TrEAATWV, N 
eTTIXEIMNON Eival O€ BEON VA TIPOOAPHOOE! TH OTPATNYIKN TNS KAI va KATAVEILE! 
KATGAANAA TOUS TTOPOUS TNS OTA OIAMOPETIKA TUNYATA TIEAATWV, OUUPWVA HE 
TNV EAKUOTIKOTHTG TOUS. M’ auTdév Tov TPOTTIO, N OTPATNYIKN UAPKETIVyK Eival 
TIEDIOOOTENO + OTOXEUNEVN, TO ETTITTEOO ECUTINPETNONS KAI O! TIAPEXOUEVEG 
UTINPEOIES TIPOOAPLUOCOVTAI OULMWVa HE TO TIPOMIA TOU TTEAGTN KAI ATTOTPETTETAI 


ONUAVTIKG Nh OTTATAANON TOpWwv. 


Ol OUYXPOVEG ETTIXEIPNOEIG UTTOPOUV va ETTWHEANBOUV aTIO Ta dIapKWC 
QUgavouEVa KAVAGAIA OlETTIAMNAS YE TOUG TTEAATES KAI VA TIPOOMEPOUV SIAMOPETIKO 
EUPOG UTINPEOIWV KAI ETTITTIEOO EEUTINPETNONS OE TIEAATEG OIAMOPETIKNS aAsiac. 


EvoeikTIkG, Ol TEAGTEG TTOU AgIoAOYOUVTAI WS IdIdiTEpa TTOAUTIUO! yIa TNHV 


ETTIXEIDPNON UTOPOUV Va EFUTTINPETOUVTAI TNAEPWVIKWC ATTO IOIGITEPA EUTTEIDOUG 
Ka] Eef€lIOIKEUUEVOUG EKTTPOOWTIOUG TNS ETaIpEiac. FlapaAAnAa, nN auTo- 
ECUTINPETNON TWVv TrEAATWV HEOW AIAdIKTUOU aATTOTEAE] WIA OUUMEPOUGA AVON 
yia Thv efUTINPETHON TOU TUNYWATOG Twv TreAaTWV TOU EXOUV HIKON asia. H 
ETTIXEIMPNON UTTOPEI ETTIONG VA AKOAOUONOE! EIOIKEG TOKTIKEG yIG VO yXEIPIOTEI 
TEAATEG TrOU Eival TTOAU TrIBAVG va aTTOXWPNHOOUV. H aTrooTOAN e-mail, n EldiKh 
UETAXEIDION ATIO EKTIPOOWTIOUG TNS ETTIXEIPNONS KAI MN Trapoxn EldIKWV 
TIPOOMOPWV ATIOTEAOUV TAKTIKEG TTOU UTTOPOUV va EPAPYHOOTOUV yYIa TNH 


diaTAPNON TreAATWV AUTNS TNS KaTNYOpiac. 


H diapopotroinon Twv TTAPEXOUEVWV UTINPEOIWV avdAOYa UE THV KATNYOPIA TWV 
TTEAQTWV ETTITPETTEL OTNV ETTIXEIDNON VA TIPOOMEPE! EIOIKA TIPOVOUIA OTOUG 
ECAIDETIKOUG TNS TIEAGTEG, KWPIG WOTOOO va uUTTOBaBuICEl TO ETTITTESO TWV 
UTTOAOITTWV TIAPEXOUEVWV UTINPECIWV. ATTOTEAEOUA THS TrapoxNAc EldiKWv 
UTINPEOIWV OTA SIAMOPETIKA TUNYATA TrEAaTWV Eival N AUENON TOOO TNC 


ETTIXEIDNOIAKNS KEPDOMOPiIAG ODO Kal TNS SiaTNPNONS TrEAATWV. 


H TUNYATOTIOINON Twv TEAATWV UTTOPE! va TIPAYYATOTTOINOE! YE TIC UEBdOOUG 
UYaKpoTTpo8EouNS aciag Tou TreAdTn (Customer Lifetime Value) kal avdAuons 


KEpdo@opias TrEAATWV, TTOU AVAAUVOVTAI OTN OUVEXEIA. 


1.4.3.1 Customer Lifetime Value (CLV) 


H ektiunon tou Customer Lifetime Value atroteAsi wia yEBOSO TUNUATOTTOINONS 


TWV TIEAATWV KOI EVTOTTIONOU TrEAATWV CWTIKNG ONnYACIac. O dpocg Customer 


Lifetime Value avagépetal oTnv Trapovoa asia 6AWV TWVv HEAAOVTIKWV EDOOWV 
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TOU TIPOKUTITOUV aTTO évav TreAdTn. H Bewpia Tou CLV avtipvetwttiZel Tous 
TTEAATEG WC EVAV TIOPO ATTO TOV OTTOIO N ETTIXEIDNON TIPETTE! VA AVTANOE! OOO TO 


OuvaTOV HEYAAUTEPN ACia. 


O utroAoyioyds Tou CLV TrepiAauBdvel thv ekTiunon OAWV Twv YEAAOVTIKWV 
QayOpwWwv TOU TTEAGTN KAI TOV UTTOAOYIOUO TNS TrapOUOUS Agiacg TOUG HE TN XENON 
evOG OuvTeAEOTH TIPOEEOMANONS. H avdAuon Tou CLV Séixvel OT! Nn agia plac 
OXeONS HE Eva TrEAGTN UTTOpE! va aUENVE! EiTe AUEAVOVTAG TO KEPdOG aTTO TH 
ouvaAAayh (ue THY AUENON TNs TINS fH TN YWEiwon TOU KOOTOUG), EiTE WE THV 


ETTIUNKUVON TNS OIGPKEIAS TNS OXEONS HE TOV TIEAGTN. 


H extiunon tou CLV twv treAatwv lds etmlxeipnons Ka8opietal ard Ya CEIPa 
TTAPAYOVTWV, OTTWS TO TTODOOTO SiaTAPNONS TrEAATWV, TO KOOTOG ATTOKTNONS 
VEWV TIEAATWV, N YEON asia TrapayysAiacg avd TreAdTn, 0 aplO"Oc TrapayyeAIWwv 


avd TeAdTh, TO KEpdO¢C avd TrapayysAia . 


AGiCel va avagepOEi OT! TO OTASIO TOU KUKAOU CwhS TNS OXEONS HE TOV TrEAATN 
diadpayariZei etriong GHYAvTIKO POAO OTNV EkTiUNnNoON Tou CLV. Napadeiyyatoc 
xaen, N yakpotreo8eoun asia Evoc TrEAGTN Trou OIAVUEI TO TIOPWTO OTAOIO TOU 
KUKAOU Cwhs THS OXEONSG TOU HE TNV ETTIXEIMNON Eival TTOAU UWNAOTEPN TTOU 
ekeivn OTav SiavuE! TO TEAEUTAIO OTADIO. APKETES TPATTECEG KATAVOOUV QUT THV 
apn Kal avayvwpiouv TOUS MoITNTES Cav Eva EAKUOTIKO TUNA TNS Ayopas Trou 
OuVNTIKA UTTOpEi va Exel UWNAN asia yaKpoTTPoBEOuG, av Kal BeaxuXpOvida Sev 
cival Id1aitepa KEPSOMOpO. MlpooM~epouV EAKUOTIKA TTAKETA TTPOOMOPWV OTOUG 
MOITNHTES YE THV EATTIOR OT! BA TrapaUEIVOUV TrIOTOI TEAATEG KAI BA ATTOMPEPOUV 


uWwnAdTEpa KEPON OTO YEAAOV (Ryals, 2002). 
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H agiotiotia tng ektiunonsg Tou CLV efaptTdtal até thv iKavdTnTa aKpiBoUc 
TIPOBAEWNS TWV HEAAOVTIKWY ayopWV TWV TEAGTWVY KOI TOU KOOTOUG 
TIPOOEAKUONS TIEAATWV. YTTOOTNPICETAI OUXVA OTI TO CLV Eival Eva Epyadgio Trou 
eival ld1aitepa SOUOKOAO va EkTIUNVE! WE AKPIBEIa, KABWS KAI va xproIOTTOINGEI. 
ZTOV AVTITTOOA, OIATUTTWVOVTA! ATTOWEIG OUUMPWVA HE TIC OTTOIEG N GvGAUON TNS 
UEAAOVTIKNS agiag Trou 8a TrpOKUWE! aTTO Tov TrEAdTN Eivai KAAUTEPN aTTO Thv 


AVGAUON IOTOPIKWV OTOIXEIWV KEPOOMOPIAG. 


1.4.3.2 AvadAuon Kepdogopias IleAatwv 


APKETEG OUYXPOVESG ETTIXEINDNOEIC, TTAaPOAO TOU ETTEvVOUOUV UWNAd TIOOd 
TIPOKEIMEVOU VO IKAVOTIOINOOUV TIG AVGYKEG TWV TreEAATWV TOUC, OUXVa 
UTTEPBAIVOVTAG TIC TTPOOSOKIEG TOUG, OTHV TIPAYHATIKOTNTA Sev yvw~iCouV TTOIO! 
eival aAn8iva o| KEepdoMopo! TreAaTEG TOUS. H avdAuon TNs KEepdogopiacg TwWv 


TTEAATWV OUXVE TTAPQHEAEITAI ATTO TIC ETTIXEIDNOEIC. 


H avdAuon KEpdso@opiacg TEAATWV AVAMPEPETAI OTOV UTTOAOYIOUO TWV EDOOWV 
KAI TOU KOOTOUG TTOU TIPOKUTITE! OTTO TUNYATA TrEAATWV NM HEYOVWHEVOUG 
TTEAATEG, HE TOOTTO WOTE va Eival OuvaTH N EKTIUNON TNS KEpdoMopiacs TOUG. TO 
KOOTOG EfUTINPETNONS TreAATWV AMopa EFOOa TIWANOEWV KAI UTTOOTNPIENS Kal 
eival OuvaTov va QUEAVETAI ATTO TTAPAUETPOUG OTTWCG TrapayyEAieg YIKPWV 
TTOOOTATWV, GAUENUEVEG ATTAITAOEIG yia UTIOOTAPIEN WETA THV TrwWANON, 
UEUOVWHEVEG SIAVOUES TIPOIOVTWV, ATTAITnNON THPNONS YWNAOU aTroBEyaATOG. 
DLUXVA O EVTOTTIOUOS TWV UN KEpOOMOPWwv TrEAaTWV SEV Eival EUKOAOG. QoTdGO, 


TA EPYAAEIA TIOU TIPOOMEPE! N OUYKXPOVN TIANPO@OPIAaKN TExvoAoyia BETOUV OTN 
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OIGBEON TWV ETTIXEIDNOEWV AETITOWEPEIG AVAAUOCEIC TWV OESOUEVWV TWV TTEADTWV 


TOUG. 


Xapn oTnv avdAuvon KEpdogopiag TEAATWV, N ETTIXEIONON SIATTIOTWVE! TTWC 
KATAVEMOVTAI TA EOOSA KAI TA KOOTN OTOUG TIEAATEG TNC, TTAnNPO~OPNHON TOU 
eival XONOIUN yia TH SIaxEiplon KOOTOUG, TN SIaxEiplon EDddWv, KABWCS KAI via TH 


Xapagn OTPATNYIKNS UAPKETIVYK. 


Apxikd, n avdAuon Kepdogopiag treAaTwv dive! TANPO@OpPIES yia THV avVaGAWON 
TTOPWV TTOU TIPOKUTITE! ATTO OUYKEKPINEVEG SPGOTNPIOTNTES NM UTINPECIES KAI 
UTTOOEIKVUEI EUWEOA EUKAIPIEG AUENONS KEPOWV (Raaij, Vernooij, Triest, 2003). 
Milo OUYKEKPINEVA, KATATAOOE! TOUG TTEAGTEG OUUMWVAd HE THV KEPSOMOPIA TOUG 


KOI UTTOOEIKVUE! TTEPITITWOEICG OTTOU ATIAITOUVTAI TIEPIKOTTEG OTO KOOTOG. 


Aeutepov, divel KATEUBUVOEIG yIa ANWN aTrTopdoEewWv Trou oOxETICOVTa! YE 
TIVOAOYIAKN TIOAITIKN, EKTITWOEIG  OXEdIA avTauOIBNS TreAaTWwv. EldiKoTEpa, 
ETTITPETTE] THV TTAPOXN EIOIKWV EKTITWOEWV KAI TIPOOMOPWV OTOUG TTPAYHOTIKG 
KEpdoMopouS TTEAATEG, TOUG OTTOIOUG NF ETTIXEIONON ETTIOULEI VA AVTAYEIWE! KAI Va 
diatnpnoe!. H ouvn8ncg TWpaKkTIKh TWv ETTIXElIOnOeEWV TrEepiAauBavel Thv 
eTTIBPAGBEVON TWV TIEAATWV TTOU TIPAYUATOTTOIOUV HEYAGAEG OE OYKO AYO/PEG, 
WOTOOO, EPEUVEG ATTOOEIKVUOUV OT! TO UWOG TWVv ayopwv dev OUUBAOICE! 


TTAVTOTE HE THY KEPOOMOPiA. 


Tpitov, n avadAuon KEpdo@opias treAaTwv Oivel TH SUVATOTNTA TUNUATOTTOINONS 


TTEAATWV KAI OIAUOPQwons KAaTGAANAWV OTPATNYIKWV Avda KaTNyopia. 
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1.4.4 Eotiaon otouc NeddtEes Cwtikh¢g onuacias (Customers that count) 


H etmdiwén tng diatApnons Twv uTTapXOvTWV TrEAATWV OUUBGAAE! ONUAVTIKG 
OTNV AUENON TNS KEPdoOMopPiag TNS ETMIXEIDNONS. AvAYPIOBNTNTA, WoTdGO, OTI 
dev Eival CAO! O1 TIEAATES EFIOOU KEPSOMOSPO! VIA THv ETTIXEIONON. ~UUPwWva YE TO 
voyo 80/20 tou Pareto, To 80% Twv KEpdowv TNs ETTIXElONONS TIPOEPYXETAI KATA 
TIPOOEVYION aTTO TO 20% Twv TreAaTWV TNs. ETTOuEVWC, EVO HIKPO OYXETIKG 
TTOOOOTO TWV TrEAATWV Eival CWTIKHS ONYWaAOIAS yia THY ETTIXEIONON, APOU TNS 
aTrodidel Eva SuoavdAoya wEYGAO TroDOOTO KEPOOUG. KAaBE eETTIXEIDNON 
XPEIGCETAI va OVE! TIPOTEPAIOTNTA OTHV EfUTINPETNON AUTNS TNS KaTNYOPIAG 


TTEAATWV TNS KAI Va PpovTICE! va XTICEl UAKPOXPOVIEG OXEOEIC HE AUTHV. 


To yEéyeBos TNS SiIapopds avdwEoa OTOUG TIEAGTEG UWNANS Kal xaUNANs agiac 
OIAMEPE! ATTO KAGSOO OE KAGOO. MapadeiyyaTos yaon, Ol AEPOTTOPIKES ETAIPEIEC 
KI TA XYPNUATOTTIOTWTIKG IOMULATA EXOUV OIATTIOTWOE! OTI TIEPITTOU TO 20% TWv 
TEAATWV TOUS aTTOMepe! TO 150% TWv KEpdWV TOUG, AGAAG Ta TIPOOVETA aAUTA 
Képdn yxavovtal AdyW TOU TIPODBETOU KOOTOUG TOU OXETICETAI HWE TOUS UN 
Kepdomdpous TreAdtecg (Everen,2003). H trAsiowngia Twv TreAaTWv EvToTTICETal 
O€ Ula EVOIGUEON KATNYOPIA OTTOU N ETTIXEIDNON UTTOPE! VA AEIOTTOINOE! EUKAIPIEC 


up-selling Kal OTAUPOEIOWV TTWANOEWV. 


H eoTiaon oToug TrAdTEG CwTIKNGC Onyaoiag ouXvd aKkoAouei ula 
UTTEPATITAOUOTEULEVN PIADDOMIA, OUUP@WVA HE THV OTTOIA OOO TIO KEPOOMOPOG 
eival O TEAATNG, TOOO THO KAAO TIPETTE! Va Eival TO ETTITIESO ECUTINPETNONS TOU. H 
TrapaTravw MiAocogia eival OPBOAoYIKN KAI OE TTOAAES TTEPITITWOEIC UTTOpE! va 


aTrodelxOei id1icitepa etituXhAs. ATO Thnv GAAN TrAEUPa, WOTOOO, UTTOpE! va 
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OONYNHOE! OE ATTWAEIA TTEAATWV KOI TIEPIOPIOWEVN AgloTTOINON EUKAIPIWV YIa 
OTQUPOEISEIG TIWANCEIG Mh Up-selling. H @iAocogia THG TPOODAPHOYAS TwWVv 
TTAPEXONEVWV UTINPECIWV OTO TIPOMIA TOU TEAATN, ETTOUEVWC, KPIVETAI 
TIEPIOOOTEPO EVOESEIYHEVN. H Ettixeipnon 9a TIpEtTE! va SIAQUOPQWOE! KATAAANAN 
OTPATNYIKN, WOTE VA OUYKPATNOE! OAOUG TOUS IdIGITEDA KEPSOMOPOUG TrEAATEG, 
OTWSG KAI va avacntnoe! GAAOUG SUVNTIKOUG TrEAGTEG AvTIOTOIXOU TTPOQIA. 
NapaAAnAd, TIPETTE] VA OUYKEVTPWOE! TIC TIPOOTIABEIES THSG KAI va AEIOTTOINCE! 
EUKAIPIEG TTOU TIAPOUOIGCOVTAl, WOTE Va KQTAOTACE! KATIOIOUG AIyOTEPO 


EAKUOTIKOUG TTEAATEG OE TIEDIODOOTEPO KEPOOMOPOUG. 


1.5 To CRM we TrAnpogopiak6 ovoTna 


ATO THV OTITIKA TNS TrANPOMOPIAKs TExvoAoyiac, TO AoyIOWIKO CRM trapéxel 
OTOV OPYAVIOUO UIA OAOKANPWHEVN EIKOVAa TWV TIEAATWV TOU, ETOI WOTE va 
dIGOMAAIOTE] UWNAO ETTITTESO UTINPEOIWV KAI NH TANPO@SPNON va Eivai S1IaGEoIN 
oe OAG TA TUNYNATA. H TEexvoAoyia ETTITPETTE! THV EVOTTOINON KAI agioTTOinoN TOU 
UEyaAou OyKOU TIANPOMOpias Trou AaUBAVOUV O! ETTIXEIDNOEIG YIA TOUG TTEAGTEG 
TOUG KQI TNV TIEPAITEOW ATTOOOTIKH YETATPOTIA AUTAS TNS TIAnNPOM~OPNONS OE 


AgIOTTOINOIUN YVWON. 


To AoyioyikKO CRM utropei va opiotei wc Evac TPOTIOG AUTOWATIOUOU Twv front 
office A€IToUupyIWV TWV TTWANOEWV, HOPKETIVYK KOI EEUTINPETHONS TrEAATWV, Ol 
oTToigs Eival KPIOIUES YIA TH SIAUOPPwWon OxEOEWV UE TrEAdTESG (Xu, Yen, Lin, 
Chou, 2002). Népa até to ouvduaoys Kal Thv avtaAAaynh TrAnpO@opiwv 
avdyEod O€ TUNYATA, TO CRM we TAnpogopiakdé GUOTNUA ETTITPETTE! TH OUAAOYH 


Kal AgioTrOinon TANnpo*opiwv até TTOAAATIAG KAVGAIC ETTIKOIVWVIAG HE TOV 


25 


TTEAATN, OTTWS TNAEMWVIKN, NAEKTPOVIKNH A TIPOOWTTO HE TIPOOWTTO ETTIKOIVWVIC. 
M’ auto TOV TPOTIO, TTAPEXE! OTHV ETTIXEIPNON Ia TTANPN KAI Cag ElkKOva ya 
KGOE TTEAATN, ETTITDETTOVTAG TN OIAUOPQWON OUUTTEPAOUATWV OXETIKA UE THV 
THOTOTHTA, THY KEPdOMOPiAa TWV TrEAAaTWV, THV asia KadOE TreAGTNH yla THv 
eTIxeipnon Kal GAAWV TrAnpo*opiwv Trou Eival idlditepa \ypNOINES yIa TOV 


AgIoAOyNON TIPOTEPAIOTHTWV KAI TH ANWN OTPATNYIKWV ATTOMACEWV. 


1.5.1 OAoKAnpwon CRM kai ERP 


H egapyoyh tou CRM _ ouvdudZer thv oAoKAnpwon kai aéiotroinon 
TIANPOMOPIWV TOU TIPOEPXOVTA! ATO TIOAAATTAES TINYES, OTTWC data warehouse, 
IOTOOEAION (IDiWG OE TIEPITITTWOEIG NAEKTPOVIKOU ELTTOPIOU), TRAEPWVIKO KEVTPO, 
TUNMOATA EFUTINPETNONS TIEAATWV, UGPKETIVYK KAI TIWANOEWV. O OUVTOVIOUOS KAI 
N tTedoBaON OTHV TrANPO*opia eEttiTUyXavEeTal YEOW TNS OAOKANPWONS TOU 
AoyiouikoU CRM we To ZUoTQnUa ZyxEdIGouOU EtTxelpnoiakwv Mdpwv 
(Enterprise Resource Planning System - ERP) tng ettixeionons. To ERP eivai 
éva OUVOETO TIANPOMOPIAKO OUOTNYA TOU ETTITPETTE! TOV OAOKANPWHEVN 
dIaXEIPION TWV TTOPWV KAI TWV SIGdIKAOIWV IAS ETTIxEipnons. NepisauBavel pia 
OEIpd aTTO Modules, 6TWS KPNUATOOIKOVOUIKG, aTTOOAKN, EUTTOPIKH SiaxEipion, 
TTAPAYWYN, ETTITPETTOVTAS HW’ AUTOV TOV TPOTTO CAOKANPWON TWV ETTIXEIODNOIOKWV 
OESOMEVWV KOI KAT’ ETTEKTAON KAAUTEPH TIANnPOMdENON TNS Sioiknons Kal 
QTTOTEAEOUATIKOTEPN AHNWNH aTropdoewv. To AoyiIOuIKO ToU CRM _ atrotedgi 
ouvn8we Ula TIPdOVETN EPaPYOYH Trou OuvodEUE! Eva ERP kal EvoTroicital WE TO 


ouOoTNUa. 
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1.6. 2upTrEepaopa 


To CRM atroteAgi ETTOMEVWS HIA OTPATNYIKN TIPOOEYYION TrOU OTOXO €XEI TN 
Onuloupyia agiag yia TOUG HETOXOUG HEOA aTTO THV avaTITUEN OXECEWV HE 
ONUaVTIKOUG TreEAGTEG KOI TUNYATA TreAaTWv (Payne, Frow 2005). To CRM 
Ouvoudcel TH SOUVAHIKN, TOU OXEOIAKOU HAPKETIVYK KAI TNS TIANPOMOPIAKHS 
TEXVOAOYVIAG HE OTOXO TN ONUIOUPYiA ETTIKEDOWV KAI UAKPOTIPOBEOUWV OKEDEWV 
UE TOUG TTEAATES KAI TIC GAAEG OUGDES EVOIAMEPOVTOG TOU OpyaviouOU. Agiotrolgi 
TI¢ OUVATOTNTES TNS TEXVOAOYIAG TIPOKEINEVOU VO KOTAVONOE! KAAUTEPA TOUG 
TrEAATES, AAAG KAI VA TOUS TIPOOMEPE! TIPOOTIDENEVN asia. MepiAauBavel, TEAOG, 
OAOKANPWON OIAdIKAaGIWV, AVOPWTTWV KA! AEITOUPYIWV N OTTOIA ETTITUYXAVETAI HE 


TN XENON AOYIOUIKOU Kal TANPO@opPIAKNhs TexvoAoyiac. 
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KE®AAAIO 2 
TOMEIZ E®APMOTH2 KAI OMEAH TOY CRM 
2TH ZYFXPONH EMIXEIPH2H 


2.1 Eioaywynh 


To CRM, xdpn otnv troikiiia Twv avaAuTIKWV EpyaAgiWwv TIOU TIAPEXEl, 
UTTOOTNPICE YE YXPNHOIUN TrANPOMOPNON Tic SiapopETiKEG AElTOUPYIEG TNS 
ETTIXEIDPNONG KAI OUUBGAAE! OTN ANWN OP8WV OTPATHYIKWV aTTOPdoEWV. H 
ETTIXEIMDNON ATTOKTA oTITIKH 360 YOoIpWY TWwv TrEAGTWV TNS, KaTAVOEI KAI 
TIPOBAETTE! TH OUUTTEPIPOPA TOUG, TTPODOGPLOCE! AvaGAOya TIC UTINPEOIES TNS KAI 
Ww’ auto TOV TPOTTO ETTITUYXavEl UWNAOTEPA eETTiTTEOa ECFUTTINPETNONS Kal 


TIOTOTNTAG. 


Etmimmpoo8etTa, nN EeTTIXeipnon agsioAoyei Thv Agia Kal THV KEpdOMopia Twv TEAATWV 
TNS Kal OUUMWva YE aUTEC KABOPICE! TN SIavOUNn TwV TTOPWV TNS KAI TIC 
OTPATNYIKEG WYAPKETIVyK Trou Ba EMapuooE!. AAANAETTIOPA ATTOTEAEOUATIKOTEPA 
UE TOUG TIEAATEG TNS OTAV XPNOINOTTOIEi OIAMOPETIKA WEOA ETTIKOIVWVIAG, OTTWC 
TNAEMWVO, E-Mail KAI TOUG TTAPEXE! GUEON KAI TIPOOWTTOTIOINUEVN EEFUTINPETNON. 
NapadAAnAa, we THY atloTTOinon Evdg OUOTHYAaTOG CRM auédvetai n 


ATTOOOTIKOTNTA TWV OTEAEXWV TIWANOEWV, KABWCS KAI TA EOOSA ATTO TIWANOEIC. 


OtTlWsg avaAUETAI OTIC EVOTNTEG TOU AKOAOUBOUV, N aUTOYATOTIOINON TOU 


Trapéxel TO CRM peyiototroigi Tig SUVATOTNTES TWwV OPAOTNPIOTHTWV HAPKETIVYK, 
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TTWANOEWVY = KOI = =EfUTTINPETNMONG «=0TreAGTWV sCKal~OCOOivel «= WONON so OTNV 


ATTOTEAEOUATIKOTNTA TOUG. 


2.2 MapKETIVyK 


Ka8w<s 0 AVTAYWVIOUOS YiveTAal OAOEVA EVTOVOTEPOS KAI N TTAPOYX! ATTAWS KAAWV 
TIPOIOVTWV 1 UTINPECIWV SEV ECAOMAAICE! THV ETTITUXIA yi THV ETTIXEIPNON, O| 
OPAOTNPIOTNTES MAPKETIVYK aATraITEiTAal va Eival OTPATNYIKA OYEDIGOUEVES, 
KATGAANAA OTOXEULUEVES KAI KOIVOTOUIKES. H TrAnpOMopiaKh TExvoAoyia OnYEPA 
Oivel VEA OUVAUIKH OTIC OpaoTnploTnTes TOU YAPKETIVYK. APKETEG OUYXPOVEG 
ETTIXEIDNOEIG + XTICOUV OYXEOEIG WE TOUG TEAAGTEG TOUG HEOA aTIO 
TIPOOWTIOTIOINHEVEG KOI TOAUKOVOAIKEG €eTTaAg~eG KAI dIAYOPPWwvouV 
TIPOYPAUNOATA WAPKETIVYK HE TH BONVEIA TNS TIANPOMOPNONS Trou avTAOUV aTTO 


TNv AAANAETTIOpAON TOUG HE TOUS TreAdTEG (Dyche, 2002). 


2.2.1 AUVATOTNTES TOU TrapexXE! TO CRM oto UdpKETIvyK 


To ovoTnua CRM trap€éxel Tig akOAOUBEG TrOAAaTIAEG SUVATOTNTES OTO TUNA 


UCPKETIVYK. 


AvdAuon MAnpo@opiwv Mdpketivyk (Marketing Analytics) 


To CRM dOivel Tn SuvaTéTnta TrOAAATIAWY AVAAUGEWV TWV TTANPOMOPIWV TOU 


€xouv OUAAEXOEI OTIC BAOEIG SESOUEVWV TNS ETTIXEIDNONS. Ol AVAAUOEIG AUTEG 


AVAPEPOVTAI OTIC TIPOTIUNOEIG KAI THV AYOPAOTIKN OUUTTEPIPOPA TWwv TTEAATWV, 
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oTo Ba8yO THoTOTHTASG TOU EUMaviCoUV KAI THV KEPdOMOpPia ToUG. EttiTTAEov, 
ETTITDETTE!] TOV TUNUATOTTIOINON TWV TEAATWV CUUQWVA HE THV KEPOO@oOpid Kal TH 
YaKpoTIpoGEeoun a€ia (lifetime value), ouvdeEl SE TA TUnYATA HE SIAMOpETIKA 
TIPOYPAGWATAa paoKeTivyK. Alevepyei TIPOBAEWEIC TrWANOEWV Kal EvTOTTICE! 
TUNWATA THS ayOpds YE BETIKEG TIPOOTITIKEG AaVaTITUENS. To CRM Ttrapéxe! etrions 
epyaAgia via Thv AFIOAGyNON TNS ATTOTEAEOUOTIKOTNTAS TWY KAVAAIWV SIAVOUNS 


KdI TNV AVGAUON TNS KEpdO@opias Tous. 


Aiayeipion dia IOTIKWV EKOTOATEIWV (Campaign management 


Ka®8we ol KaTavaAwtés BouBapdigovtai até TroAAaTrAd UnvupaTa YEOW mail, 
TNAEMWVOU fF} TAXUOPOUEIOU, KPiveTa! OKOTTIUN NM KaTGAANAN oTOXEUON OE 
OUYKEKPINEVO §=TUAYOTA THC ayopdc, TIPOKEIN~evoU va  auénOei Nn 
ATTOTEAEOUATIKOTNTA IAS DIAMNWIOTIKNS KaUTIAVIAG. H diaxEipion SIAPNYIOTIKWV 
EKOTOPATEIWV OIVE! TH OUVATOTNTA ATTOOTOANS TIPOOWTTIOTTIOINUEVWV HNVULGTWV, 
OIAUOPQWHEVWV OUUOWVA HE TO TIPOGIA TOU ATTOOEKTN, OTOV KATGAANAO xpovo, 


ME TN XENON TTOAAATIAWV KOVAAIWV ETTIKOIVWVIOG. 


EtimpooGeta, Sivel OTA OTEAEXN TOU HOPKETIVYK WIA TIANPN EIKOVa TNS 
ECEAIKTIKHG TrOpeiag tng KGOE KaYTTAvVIAG Kal KaTaypagEel TO ETTiTTEdO 
avtatroKpions. AgioAoyei THV ATTOTEAEOUATIKOTNHTA TOU EPYOU KOI ETTITPETTE! THV 
dieEaywWyh TOAAATIAWV AVAAUOEWV, OTTWC AVA DIAMNUIOTIKO UEDO, VEWYPAGIKNH 
TEPIOKNH, TUTTO TEAATWV K.a. TéAOG, TO CRM Oivel Tn SuvaTOTNTA EkTiuNnoNs TNS 
aTrdd0ons Tn ETrevouons (ROI) KkaGe Siamnuiotikrs EKOTPATEIAG, TAPEXOVTAS LW’ 
QUTOV TOV TPOTTO XPNOINEG KATEUBUVOEIC VIA TO OXEDIAOUO ATIOTEAEOUATIKWV 


EVEPYEIWV LCPKETIVYK. 


a3 


ZTaUpOEIOEIC TIWANGEIC Kal Upselling (Cross selling and upselling) 


Ol otTaupoEeidei¢ twAnoEeic (cross selling) avapépovtal oTnV mWANON 
ETTITIPOOVETWV TIPOIOVTIWV OE UTTAPXOVTES TEAATEG. XaApPaKTNpPICovTal Cav WIA 
ONUAVTIKH OTPATNYIKH AUENONS TwWv EDddWV Kal SiaTApNoNns TreAaTwv. To 
upselling etituyxdvetai OTav évacg teAdtTng ayopdadcel tmpoldvTa trou 
TapoucIafouv UWNAOTEPN KEPdOgOPia. O1 SiadiKaGiec TOU cross selling Kal TOU 
upselling dev eival atrAgéc, KABWS TIPETTE! VA YivVOVTAI OTOXEULEVA KAI HE IOIGiTEON 
TIpOOOKXN, WOTE va SIao@aAiCeTal OT! N OUVOAIK KEPSOMOPia Tou TrEAdTh 
auédavetal Kal d€ WEIwveTal. To CRM Sivel Tn SuVaTOTHTA AgloTrOinoNns EUKAIPIWV 
VIA OTAUPOEISEIC TIWANCEIS fH UpSselling, AgioTTOIWvTas Ta SeSouEVA TwWv TEAATWV 


Kal KATEUBUVOVTAS KATGAANAG UNVUUATA KOI TIPOWONTIKESG EVEPYEIEG. 


NpoowtroTroinon Ymnpeoiwv 


To CRM emritpétrel THY TIPCOWTFOTTOINON Kal EEATOWIKEUON TWV UTINPECIWV TOU 
TTAPEXOVTAI OTOV TIEAATN, OUUMPWVva HE TA SESOUEVA Trou Eival OTN SIGBEON TNS 
ETTIXEIDNONS. ZUUPWVA YE TO IOTOPIKO AYOPWV, TO TIPOMIA | Ta EvdIAM~EPOVTA 
TOU TIEAATN, TO OUOTNUA TOU TIPOTEIVE! EVAAAGKTIKEG AUOEIC Nf EIOIKEG TIPOOMOPEG. 
H TrapoOX TIPOOWTTOTIOINUEVWV UTINPEOIWV, OTTWC YIA TIAPAdElyya OE UIA 
loTooeAiOad, OnWIoOUPYEi OUVABWCS BETIKA OUVAIOONYATA OTOV TIEAGTN KAI EVIOXUE! 


TN OXEON TOU HE THV ETTIXEipNon. 
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Aiathonon NeAatwv 


To CRM Oivel Tn SuVaTOTNTA EPapYOYNS TIPOYPALUATWV THOTOTNTAG, OTTWC Kal 
TNHV TTAPOXN EldIKWV TIPOOMOPWV AH AVTAaYOIBWV OE OUXVOUG TIEAAGTES KAI Cav 
ATTOTEAEOUA OUUBGAAE! OTN SIaTAPHON Twv uTTapXOvTWV TreAaTWV. MapaAAnAa, 
MEOW THG AVGAUONS TWV XOPAKTNPIOTIKWVY TWV TTEAADTWY TIOU ETTAWAaV va 
ayopdcouv ard Thv etaipeia, Ta OTEAEXN TOU HOPKETIVyK Eival Of DEON va 
TIPOBAEWOUV TIOIO! ATTO TOUG UTTAPXOVTES TrEAATEG Eival ETTIONnG TIBAavov va 
aTroxwpnoouv. LUUMWVa YE TO TIPOGIA KAI TO IOTOPIKO TWV OUYKEKPINEVWV 
TEAQTWV, TO THNYMQ WUMPKETIVYVK TOUG aTrevUOUVE! OUYKEKPINEVa 
TIPOOWTIOTIOINUEVA, ECATOMIKEUUEVA UNVUUATA KAI TTPOOMOPES, TTAPAKIVWVTAG 


TOUG VO TTAPAUEIVOUV TIEAATEG TNS ETTIXEIDNONG. 


2.2.2 OMEAN TIPOS THV Ettixeiopnon 


Ta TrOAAaTIAG EpyaAEia Trou Trapexel TO CRM oto Tuna UGPKETIVYK TIPODSiSoUV 
UIA O€INA ATIO ATITA OPEAN TPG TNv ETTIXEIPNON: 
- QOAOKANPWHEVN EiKOVa TWV TrEAATWV, HUEOA ATIO TH OUAAOYN SESOUEVWV 
aTrO KAGE ETTAMH YE TOV TTEAATN OE OIAMOPETIKG KAVGAIC ETTIKOIVWVIAG. 
- BsdATiwon TWV TIpOlIOvTWVY KI TWV uUTINpEOIWV, WE BPaon Tv 
TIAHPOMSPNON KAI THV AVTATTOKPION TWV TTEAATWV. 
- AUEnon atroTeAg€ouaTIKOTNTaG TWV EVEPYEIWV WUCPKETIVYK. H 
TUNUATOTIOINOn treAAaTWV, N dSIayOPMwWon TrpOgiA, MN avddAuon 
KEPOOMOPIAG ETTITPETTOUV TNHV EPAPHOYN OIAMOPOTTOINUEVWV OTPATNYIKWV 


UGPKETIVYK KAI THV ATTOOTOAN OTOXEUWEVWV UNVUNATWV OTOUG TTEAGTEG. 


i) 


- Avuvatdtnta agioAoynons TNs EtTITUXIAaG KaBE SPAOTNPIOTHTAS UAPKETIVYK, 
UEOA ATIO TNHV EKTIUNON TOU BABYOU avTaTroKpIONs. 

- AU&non Ths atTrddo0o0ns Twv Satravwv YdpPKETIvyK (marketing ROI), xdpn 
OTNV EMAPYOYA ATTOOOTIKOTEOPWV SIADOIKACIWV [UCPKETIVYK KQI TNV 
agioTroinon aKpiBous TrAnpPOMdpNONs KOOTOUG Kal EDOOWV. 

- Avugénuévn diathpnon utrapxovtwv treAaTWV KAI ETTITEUEN UWNADTEPWV 


ETTITIEOWV THOTOTNTAG. 


2.3 MwAoEis 


H 6fuvon TOU TTAYKOOYIOU AVTAYWVIOHOU, N YWEiWoN TwWv TrEpIBWPIWV KEPdOUG 
KAI Ol UWNAES TIPODSOKiESG TWV TTEADTWV, KABIOTOUV OACEVA TTIO ETTITAKTIKN THV 
avdadykn yla QUENON HG ATTOTEAEOYATIKOTHTAG KAI TNS ATTOOOTIKOTNTAG TOU 
TUNYATOS TWAnOEWV. H uIoBETHON OUOTHYATOS aUTOYATOTTIOINONS TWANnCEWV 
(salesforce automation) trou trepiAauBdavetar oto CRM ouuBdAAel oTov 
KQAUTEPO EVTOTTIOUNO KAI AEIOTTOINON EUKAIPIWV KAI THV ATTOOOTIKOTEPN SIoiknoNn 


TTWANOEWV. 


2.3.1 AUVATOTNTES TOU TTAPEXE! TO CRM otic TWANCEIG 


Alaxeipion eTagwv kal Aoyapiaouwv (Contact and Account Management) 


H dIaxXEiplion ETTAgWV AVAMEPETAI OTNV OPYavWonN KAI diaxEipion OTOIXEIWV 
ETTAQWV KAI CUVAMWV TTANPOMOPIWV UTTAPXOVTWV KAI OUVNTIKWV TreAaTWV. O 


UTTEUBUVOG TTWANOEWV OIaTHpPE! OTOIXEIA ETTIKOIVWVIACG, OVOUATA UTTEUBUVWV KAI 
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NuEpounvies eTTapwv Trou OyxETICOVTa! WE TO TreAATOAOYIO TOU. ETtimTpdo8ETA, 
OoTnV KapTéAa TreAdTH KATAYPaMETAI TO Eid0G TIPOWBNTIKWY A GAAWV 
OIAMNUIOTIKWY EVEPYEIWV TOU TOU £EXOUV aTrEUBUVOEi KaI O1 NUEPOUNVIEC 
TIpayvaToTTOInONs TOUS. TO OUOTNYA Tapexel ETTIONG TH SuvaToTnta 
UTTEVOULIOEWV TIPOG TOV UTTEUBUVO TTWANOEWV, WOTE va TIPayYATOTTOIE! 


OUOTNHOTIKEG KOI KYPOVIKA OTOXEUHEVEG ETTAMEG HE TOUG TIEAGTEG. 


Alaxeipion euKkaipiwv (Opportunity Management) 


To CRM Trapéxél Tn SuvaTOTHTA GuEONS SiaxEipions TwV EUKAIPIWV TTWANOEWV. 
Katnyoplotrolei Tig EUKAIPIEG OUUPWVA YE TO TIPODIA KAI THV TIPOOTITIKN TOUG KAI 
OTN Ouvéxela OpouoAoyei TO YXEINIOUO TOUG aATIO TOUG KATGAANAOUG 
EKTTPOOWTIOUG TNS ETaIpeiag BdoEe! TpoTepaidtntag (Greenberg, 2004). H 
dlaXEiplIon EUKAIPIWV TpOMOdoTE! TO TUNA TIWANOEWV HE OTOIXEIA OTTWC, 
TIBAVOTNTA AgloTIOInNONS EuKaIpiac, THOavd TEAIKA OMEAN, OTASIO SiadiKaOGiAc 
TWANONS, THPAVH TEAIKH NUEPOUNVIA TIPAYYATOTTOINONS TwWANONS. NapdaAAnAa, 
n dlaxEipion plac EuKaipiag TWANONS UTTOpE! va ETTAOUTIOTE! UE OTOIXEIA TOU 
a@popouv Tov avTayWvIoud. Me thv Eloaywynh Twv KATGAANAWV OEsOUEVWWV, TO 
OUOTHUA SnuIOUPYE! WIA UNTPA OUYKPIONS TWV AVTAYWVIOTIKWV TIPOIOVTWV KAI 
OiVEl OTA OTEAEKN TIWANOEWV UIA OAH ElKOVAa Via TA ONUEIA UTTEPOXNAS Fh UN aTTO 
TOV AvVTAaYWVIOHO. Méoa ota TrAdiola TH SlaxEipiong EUKAIPIWV EVTGOOETAI 
eTIONG KOI nN SuvaToTNTA TIPORBAEWEWV TWV HEAAOVTIKWVY TTWANOEWV TNC 


ETTIXEIPNONG. 


a1 


AvdAuon NAnpogopiwv NwAnoewv (Sales Analytics) 


H avdAuon TWwVv OTOIXEiWV TOU OXETICOVTAI HE TIC TTWANOEIC Eival 1d1aiTEepa 
Kpioiun yia TH AQWn OTpaTNyIKwWV aTTOMPadoEWV. TOOO O!| TIWANTEG, OOO Kal Nn 
OIOIKNON TNS ETMIXEIPNONS UTTOPOUV va TIPOBOUV OE yPNOIUA OULTTEMPGOYATA HE 
T) BonGeia Twv avapopwv TrwAnOEWV TrOU Trapéxel TO CRM. Me tn xpnon 
MiATPWV f GAAWV ETTIAOYWV, TO OUOTNHUG TTAGPEXE! WIA TIAEIGOA AVAPOPWV, OTTWC 


TTWANOEIS AVA YVEWYPAIKH TTEPIOKH, AVA TWANTH, ava TpiuNnvo, ava TreEAdTN K.d. 


Eéwtepikéc MwAnoeic 


Ol EKTTPOOWTTO! TIWANOEWV UTTOPOUV vd KATAXWPOUV TIC VEEG TrapayyEAies YEOA 
OTO OUOTNUA, AKOYA Kal OTAV BPIOKOVTAI EKTOG TNS ETTIXEIPNONG, YE TN XENON 
@opntou uTroAoyioTh, pda A KivnTOU TnAE~wvou. H SuvaTdtnta aut Eival 
IOIGITEDA KENOIUN OE TTEPITITWOEIG OTTOU N GUEON EFUTTINPETNON TOU TrEAdTN Eival 


KABOpIOTIKHS ONYAOIAS yia THY TWANON. 


HAEKTOOVIKEC MwAoeic (E-sellin 


To CRM trapéyel Ta epyadcia yia Thv TrpayyaTOTTOInNOn TWANOEWV YEOW 
Internet. To OUOTNUA TrapexXE! TH SUVATOTNTA NAEKTPOVIKNS TrWANONS OE Eva 
TIPOOWTIOTIOINUEVO, OIASPAOTIKO KAI IAIKO TIPOG TO xpNoTN TrepiBGAAov. H 
TrapayyeAia = KaTaXWPEiTaI GUTOYATA OTO OUOTNUA Kal AKOAOUOWC 


EVEPYOTTOIOUVTAI OI ATTAITOULEVES SIAOIKAOCIEG. 
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AuTOUOTN TIVOAOynON 


To CRM Oivel Tn SuVaTéTNTA AUTOYATNS TPCDAPHOYNS TWV TIUWVY OUUMWwva HE 
TO TIPOIA TOU TTEAGTH. ZUUMWVa YE TA KPITHPIA Trou OpiCovTal, SiIa“OPMwvovtTal 
KATGAANAA O! TINEG, Ol TIAPEXOUEVEG EKTITWOEIC f TIPOOMOPES. Lav aTTOTEAEOUA, 
KaBopiCeTal AUTOYATA ECATOUIKEUNEVN TINOAOVIAKN TIOAITIKA TOU AVTAVAKAG THV 


Kepdo@opia Kal Thv agia Trou Exel O TEAATNS yia Thv ETTIXEIpHON. 


Alaxeipion TrapayyeAlwv 


H diaxeipion trapayyeAlwv OUVOEETAI HE TH SlaxEiplion EPodiaoTiKNs aAuOidac. 
EmiBeBaiwvel Ty S1IaAGEoINOTHTA CnTOUWEVWY TIPOIOVTWV Kal Sivel TTANPOMOPIES 


yla Thv Tropgia EKTEAEONS TNS TrapayysAiac. 


2.3.2 OMEAN TIPO THV ETTIXEIPNON 


H agiotroinon Twv Suvatothtwvy Tou CRM otic TWANOEIG TIPCOMEPE! OTNV 
ETTIXEIONON TA AKOAOUGA OEAN: 

- AUEnon TwAndEwv Kal EOddWV, HEA aTTO ThHv AEloTTOINON TWV EUKAIPIWV 
TWANOEWV, THY OuVvaTOTNTA tTrwANnOEWV WEOW internet, tTNHVv 
TIPAYHATOTIOINON ETTITIPOOBETWV TTWANOEWV TIPOG UTTAPXOVTEG TIEACTEG 
(cross selling kai upselling) kal Tnv aUENnon Tou diaGEoIyOU xpdvou via 
TIPOOEYVION VEWV TIEAATWV. 

- Méiwon Tou KOOTOUG TIWAnOEWV — AUENON TNS ATIOSOTIKOTNTAG TWVv 


TTWANTWV, XGON OTNV AUTOUATOTIOINUEVN SlaxEipion TrapayyeAlwv, Th 
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UEIWON TWV ATTAITHOEWV YIA EKTEAEON OIOIKNTIKWVY KOONKOVTWV TWV 
TTWANTWV KAI TOV AUENON Tou SIABEOINOU xPOVOU YIA TIPODEYYION VEWV 
TTEAATWV. 

Avugnuéva etritreda iKavoTroinong KAI THOTOTNTAG TreAaTWV, AOYW TNS 
OUOTNHOTIKHS KAI TIPOOWTTOTIOINUEVNS ETTAMNAS HE TOUG EKTTPOOWTIOUG 
TTWANOEWV TNS ETTIXEI|PNONG. 

Tpogoddtnon dioiknons ye TrAOUOIAa TTAnPOM~OPNON, AvagMopiKa YE THV 
TTOPEiIA TWV TTWANOEWV, TN OUYKPION HWE TOV AVTAYWVIOWO KAI ThHVv 
ATTOOOON TWV EKTIPOOWTTWV TTWANOEWV. 

AUgNon TNS ATTOTEAEOUATIKOTNTAS TNS EPOdiaOTIKNS AAUOIoac, KAN OTNV 
GUEONn KATAaXWENON TWV OTOIXEiWV TTWANOEWV OTO OUOTNYA KAI TNHVv 
GUEON EVAPEN TWV ATTAITOUMEVWV OIAOIKAOIWV. 

BeATiwon Th¢g dldadiKaoiag tmwAnoONns Kal trapayyeAiac, xapn oTN 
OUVATOTNTA ATTOUAKPUOHEVNG TIPOOBaONS OE SEdouEVA SIAGEoINOTHTAG 
TIPOIOVTWV, OTNV HEIWON TWV OMAAUGTWV TWV TrapayyeAIWV KQI THV 


TTAaPAKOAOUONON TNs TropEias TNs TrapayyeAiac. 


2.4 YtrrooTnpién — E§utrnpétnon treAatwv 


Ol ETTIXEINDNOEIG TOU ExOUV UIOBETHOE! THV TIEAATOKEVTPIKH PiIAocOgia Sivouv 


lOIGiTEOPNH EUMPAON OTN SnNwloupyia FExwploTHs EUTTEIPIAG YI TOV TrEAATN OE KOBE 


TOU ETTAMH YE THV ETTIXEINNON. Zav aTroTEAEOUA, Sivouv ld1aiTepn BapuTNTA OTHV 


ECUTINPETNON TIEAATWV KAI ETTEVOUOUV OTO TIPOOWTTIKO ECUTINPETNONS KAI OTN 


OIAYOPQWON TWV KATAGAANAWV SiadiKaGIwv. AAAWOTE, EPEUVES UTTOOTNPICOUV OT! 


TO etitredo EfuTINPETNONS Siadpauatife1 KaBopioTiKO POAO OTHV ETTITEUEN 
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THOTOTNTAG TEAATWV KAI OUXVa BEWPEITAI AaTTO TOUG TIEAATEG OTTOUSAIOTEPO 


QKOUG KAI ATO TA KAPAKTNPIOTIKA TOU TTPOIOVTOS NF TNS UTINPECIAG. 


2.4.1 AuvaToTntes Trou Trapexel TO CRM otnv e€uTmnpétnon TrEAATWV 


EcutTmnopétnon TreAGTWV 


To etitedo efuTINPETHONS TWv TreAATWV Eival UWNAO, KaBWS oO! UTTGAANAO! 
EXOUV TIPOOBAON OE UIA OEIPA yPNOIUWV TTANPOMOPIWV KAI EPYAAEIWV KATA TN 
OIGPKEIA THSG AAANAETTIOpAONS YE TOV TreAdTH. EldiKOTEpa, WEOW TOU CRM ol 
UTTGAANAO! EVNUEPWVOVTA! GUECA yid TO TTPOGIA KAI TO OUUBOAGIO TOU TrEAGTN 
Kal EF<aoMaAiCouv OT! TOU TTAPEXETAI TO ETTITTESO TWV UTINPEOIWV TOU OIKAIOUTAI. 
To ovuoTnya trepiAauBavel ettiong pia Baon SEedouEvWv YE TIANPOMOPpIES via 
QVTIVETWTION TIPOBANUATWV, AVAYKWV KAI TrpoTEeivel OTOUG UTTAAANAOUG 
diadikagieg efuTTNpETNONS. M’ auTdv Tov TpdTIO, O xpdvoc ECUTINPETNONS 
MEIWVETA = ONUQVTIKG, OTTWCG Kal Nn SIGPKEIa avayovnAg TOU TrAdTN. 
AkoAou8ouvtal EvidiEG TOAKTIKEG KOI TIOAITIKEG EfUTINPETNONS TrEAATWV Kal 
TIPOBGAAETAI WIA OUVETTNG EIKOVG TNS ETTIXEIONONG. 
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AvdAuon S&00UEVWWV ECUTINDETHNO 


To CRM trapéxe! oTn d1d8eon Twv OTEAEXWV TNS ETTIXEI|PNONG IA OEIPG 
epyaAgiwv Trou divouv WIA OAH EIKOVa TOU ETTITTIESOU EFUTINPETNONS TWVv 
TreAaTWv. H etmxeipnon wtropei va efetTdoe! TroAUdpIGya OTATIOTIKA OTOIXEIC, 


OTWSG TA OUXVOTEPA AITHYATA TWV TreAaTWV, TO TIPOMIA TwWVv TrEAATWV HE 


4] 


QUENHEVEG AVAGYKEG ECUTINPETNONS, TO YEDO xPOvo ECUTINPETNONS, TO BaByO 


IKAVOTTOINONS Twv TTEAATWV. 


Aiayeioion UTTAaAAAAWV ECUTINDETHNO 


ZTOXEUOVTAG OTNV KQGAUTEOPN SOuUVaTA atioTIOINOn Twv SEfloTATWV TWVv 
UTTOAAHAWV E€UTINPETHONS, TO CRM Sivel tn SuvaTétnTa KaBodHhynons Twv 
GQITNUATWV TWV TrEAATWV TIPOG TOUG KATGAANAG EldiKeUUEVOUG UTTAAANAOUG. 
Méow TOU OUOTHYATOG, N ETTIXEIONON UTTOpEi va EPAPYOOE! EVA TIPOTUTTO 
Ka8o0dnynons TwWv KANOEWV TIPOG TOUG UTTAAANAOUG, GUUMWVA HE TIG YVWOEIC Nh 
TNV EUTTEIPIA TOUG, OTTWCG KAI HE BAON THV TIPOTEpAIOTHTA KAI ThHV asia Tou 
TeAdTn. NapaAAnAa, To CRM trpoteivel Tov idavik6 api8ud aTrTacxoAOUUEVWVv 
UTTAAANAWV OF SIAMOPETIKEG WPEG TNS NHEPACG, OUUPWva UE TOV TIPOBAETTOHEVO 


OYKO KPOUOEWV ATTO TOUG TTEAGTEG. 


AUVaTOTNTECG TIPOOBETWV TIWANOEWV 


H d1adikaoia sfuTTNpeTNONS TreAaTWV Eival SuvaTOV va HETATPATTE] CE LIA 
TIPODOSO OPA Oiadikagia, UE THV AEIOTTOINON TWv TIANPOMOPIWV TIOU TTAPEXE! TO 
CRM. O1 uTrevu8uvol EefuTTnpETNONSG ExOVTAG OTN SIdBEor TouG Ula OCEIPA 
TIANPOMOPIWV yia TOV TTEAGTN, UTTOPOUV Va AEloTTOINOOUV THY ETTAMA AUTH TIPOG 
OMedoG TNS ETMXEIDNONS KAI va TIPAYYATOTTOINOOUV OTAUPOEISEIG TTWANOCEIC, 
TIPOTEIVOVTAG OUUTTANPWHOTIKG TIPOIOVTA KAI UTTINPEDIES, OUUPWVA HE TO TIPOGIA 


TOU TIEAATN. 
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AUTOEcuTINpETNON TrEAGTWV UEOW SiadikTUOU (Web-based Self Service) 


Ol TreAaTES TNS ETTIXEIpPNONS EXOUV TH SUVATOTNTA ETTIAUONS TIPOBANUATWV NH 
AVEUPEONS TIANPOMOPIWV YEOA aTTO TNHV loTOOEAIOG TNS ETTIXEIPNONS. Me Thv 
€i0000 TOUG OTO OUOTNYA, TO TrEpIBGAAOV TNG loTOOEAIOUS EFATOUIKEUETAI KAI 
TTAPEXE! TIC OUVATOTNTES ECUTINPETNONS TOU ETTITPETTE! TO TIPOMIA TOU TrEAATN. 
Napexetal TIPOOBAON OE ATIAVTNOEIG OUXVWV EOWTNOEWV TIEAGTWV, KABWC KAI 
GAAEG OUVATOTNTEG OTTWS TIPOYPAYWATIOUOS pavTEeBOU HE EKTTPOOWTTIO TNS 


ETTIXEIDNONS, ATTOOTOAN mail, EvTOTTIO"OS TropEiacg TrapayyEAiac. 


2.4.2 OMEAN TIPOS THV ETTIXEIPNON 


Ta ogéAn Tou CRM we trpog thy s€uTInpeTHNON TreAATWV OUVOWICovTa! OTA 
akoAou€a: 
- AUEnon tiotTétntag trAaTWv, AdyW auENUEVNS IKavOoTTOinNONS Trou 
TIPOKUTITE! ATTO THV EFATOUIKEULEVN, AUEON ECUTTINPETNON. 
- AUEnon eoddwv, yxapn oTnv aftioToinon EeuKaIpiwv oOTAaUpOCEIOWV 
TTWANOEWV, OTTWS KAI TOV EUTTAOUTIOUO THG BAONS SESOUEVUWV TOU TTEAGTN 
Vl UEAAOVTIKA AEIOTTOINON ATTO TA TUNMATA UGPKETIVYK KAI TTWANOEWV. 
- AU&nuevn TrapaywyIKOTNTA EKTTPOCOWTIWV EfUTTINPETNONS, AOYW TNS 
TrpOOBaons oe TrAOUOIA BdON SEdouEVWV LE TIANPO*OPHIES Kal OONyiEc 
- Meéiwon KOoTOUs efuUTINPETNONS, EMOOOV oO! UTTGAANAO! ExOUV OTN SIGBEON 
TOUG TIANPOMOpiEs KAI EPYAAEIA TTOU TOUG ETTITPETTOUV VO EVTOTTIOOUV KAI 


va XEIpIOTOUV aTrEUBEiag Ta AITHYATA TWV TIEAATWV, ATTOMPEUYOVTAG 
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TpOOGETEG ETTAaMES. H auUTOEEUTINPETNON TrEAATWV YEOW SIGdIKTUOU 
ETTIONG OUUBGAAE! OTN WEiwWoN TOU KOOTOUG ESUTINPETNONG. 

- KaAUTEpn KaTavonon avayKWv TreAaTWV, HEC ATO THV avayvw~elion 
OUXVWV AVAYKWV KAI THY KATAYPAPH avatpoP~oddétTnons (feedback). 

- ZuvexfAcg Suvatdtnta agsioAdynons Tou etimédsou eCuTTNpeTHONS TWv 
TTEAATWV 


- BeATiwon Etalpikns ElkOvac, Kaen OTOV UWNAS ETTiTTESO EGUTINPETNONG. 


OAoKANPWVoVTAS ThV avapopd oTIc SuvaTOTNTES TOU Trapexe!l TO CRM oto 


Madpketivyk, otic MwAnoeic Kal Tnv Egutmnpétnon MeAatwv, trapatidetai o 


Trivakds 2.1 TOU OUYKEVTPWVEI OAC Ta TIPOAVagENBEVTA ONHEIA. 


M yk S : Fé ] NeAatwv 
Avahuon NAnpowopiwyv Bo Etrapwv & Eéurmpétnon MeAaruov 
Madpketivyk Aoyaplaguwyv 
Aiaxeipion Alag@nulotikwv ; ; AvdaAuon Aedoyuévwv 
| EkOTpaTEIWV ee E€utmnpétnons 
; : AvdaAuon MAnpogopiwy Alaxeipion YTraAAnAwy 
NMpoowtrotroinon “Mpoowrortoinan Yrnpecy | — EfwrepiKés Muwhfoes MwAAGEIs | 
Atathpnon NedAatuv eens. | NMwAAGEIS AutoeguTmnpétnon NMeAatwv 
| £™sN | __ A PPHER URE NONNOM «| TipoAdynon fF 


Nivakasg 2.1 : O1 SuvatétnTEs Trou Trapéxel TO CRM oto Mapketivyk, otic MwAnoEis Kal 


otnv Egutmnpétnon NeAatwv 
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2.5 Mn atrtd o~éAn Tou CRM 


H ulo8éTNnoN Kal EPAaPYOYN TOOO TNS PIAcDO@iac, 600 Kal TWV EPYAAEiWwv EVdG 
ouoThyaTocg CRM trapéxél OTNv ETTIXEIPNON KAI WIA OEINPG aTTO UN ATTA OMEAN, 
Ta oTTOia SEV EKPPACOVTAI OE OPOUG KEPdOMOPIAG A ATTOSOTIKOTHTACG, AAAG 
QVTAVAKAWVTAI OTN OUVOAIKH EIKOVA TNS Kal OUVNBWS Siagaivovtal of BaBoc 


xpovou (Goldenberg, 2002). 


BeATiWwon TOU NOIKOU Twv EOYACOMEVWV 


H yprnon tou ouothyatog CRM otnv ka@nuepivy epyacia OUUBGAAE! OTHV 
QUENON TNS ATTOTEAEOUATIKOTNTASG KOI THG TTAPAYWYIKOTNTAG TWV EPYACOHEVWV. 
To CRM Tous TIapexXel UIA CEIPA AVAAUTIKWV EPYAAEIWV, XKENOINWV via TH AQwn 
OTPATNYIKWV ATTOMPACEWV, TOUG ATTAAAGOOE! ATTO YPAMEIOKPATIKEG EPYAOIEG, 
QUTOUATOTIOIE] APKETEG OIGOIKAGIEG KAI TOUG UTTOOTNpPICEl WE WIA TrAN@WpPA 
XPHOIUWV TIANPOMOPIWV. Zav atTroTéAEOYa, EpyaCduEvo! aTTO SIaMopETIKa 
TuUnvata Kal BaOyiSEg avaTITUOOOUV BETIKd OUVaIDOhYATA via THV ETTIXEIONON 
OTNV OTTOia EPYACOvTal, AIOBavovTAl OT! EVIOXUEI TO EPYO TOUG KAI TOUG TIOPEXE! 


OWOTH UTTOOTAPIEN WOTE vA ATTOOWOOUV TA HEYIOTA. 


KaOAUTEMN AVTATTOKPION OTIC AVGYKEC TWV TIEAADTWV 


H agéiotoinon twv oToIKXeinv tTreAaTWV yIA TH SIAuOPQWOoNn KATAGAANAWV 


TIPOTAGDEWV TTWANONS KAI Nn TrAPOXA UWNAOU ETTITESOU TTPOOWTIOTTIOINUEVNS 


eCUTINPETNONS OE TTOAAATIAG KAVGAIO ETTIKOIVWVIAG OUUBGAAOUV Ka8OpIOTIKG 


45 


OTNV IKavoTTOInNON Twv TreAaTwv. H eEtmixeionon AVTATTIOKPIVETA! KAAUTEPA OTIC 
AVAYKEG TWV TTEAATWV TNS Kal SiIao@aAiZel UWNAOTEPA ETTiTTESa IKAVOTTOINONS Kal 


THOTOTNTAG. 


BeATiWOn TNC ETAIDIKNC EIKOVAC 


H BeAtiwon Tou ettimédou EefuTTINPETHNONS Twv TreAAaTWV, KABWS KAI Nn avUWWOoNn 
TOU NOIKOU Twv EPYACOHEVWV OUUBGAAOUV TTAPGAANAG OTO yXTIOIUO PIAS IOxUPENS 
KAI EUVOIKNS ETAIPIKNS ElKOVaG. H ETTIxEipNON BIWVE! TIG EUEPYETIKES ETTITITWOEIC 
OTNV EIKOVA TNS OTADIAKAG, UEOA ATTO THV TIPODEAKUON AEIOAOYWV OTEAEXWV, THV 
Qugénon ths treAaTelakns Bdons Kal ThV diauOp@won ioxuPAS MAyNs yia To 


UWNAO ETTiTTESO EFUTINPETNONS Trou TIAPEXE!. 


OuaAdtepn AEiToupyia Kal OUVENYaOGIA TUNUATWV 


Ol TrAnpO@opieg SIapKWG avavewvovTal Kal SiaxéovTal O€ OAOKANPN TNHV 
ETTIXEIMNON, WEOA ATTO THY OAOKANPWON Trou Trapéxe!l TO CRM. M’ autdév Tov 
TPOTIO EUVOEITAI N avTaAAAaYN YVWOEWV KAI OEOOUEVWV AVG"ECA OTA TUnYATA 
TNS ETTIXEIMNONG, ATTOMEvyOvTal KABUOTEPNHOEIS f OMaAYATA Kal Siao@aAicEtal 


OUAAH OiaTUNnYATIKN OUvEepyaoia. 


Auvatotnta diagopotroinonc ATO TOV AVTAYWVIOUO 


H vIOBETNON TIEAATOKEVTPIKNS KOUATOUPAG, TO UWNADO ETTiTTESO EFUTINPETNONS Kal 


N atrosorikfh OUVEPYACIA AVGYECA OTA TUNYATA TNS ETTIXEIDNONS SIAUOP@WVvoUV 
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UIA OEINA ATIO OUVOETES, UOVADIKEG IKaVOTNTEG (Core Competencies) Trou éival 
IO1diTEpa SOUOKOAO Va AVTIVYPAMOUV aATTIO TOV AVTAYWVIOYO. H eEtmixEeipnon YE THV 
EMapyoyn Tou CRM diapuop@wvel veEs SiadiKaoiec, yiveTal TO ATTOOOTIKNH, XTICE! 


Ula BETIKN ETAIPIKN EIKOVA KOI ATTOKTG TTOAAATIAG ONUEIA UTTEPOXNG. 


2.6. TUUTTEPACHA 


H epapyoyn tng otpatnyikng CRM, etroueévwe, eivai Suvatd va PEATIWOE! 
ONUAVTIKG THV ATTOOOTIKOTNTA KAI THV ATTOTEAEOUATIKOTNTA TWwV AEITOUPYIWV 
UGPKETIVYK, TTWANOEWV KAI ECUTINPETNONS. Ta OMEAN TOU TIPOKUTITOUV Eival 
TTOAAGTIAG KAI APOPoUV TOGO aTITA BEATA OTIWS N KEPOOMOPiA TNS ETTIXEIONONS 
Kal | SIAaTHAPNON Twv TrEAATWV TNS, OOO KAI UN ATITA, OTTWC N ETAIPIKN EIKOVA, N 


OUVEPYAOIA TWV TUNUGTWV KAI TO NOIKO Twv EPYACOHEVWV. 
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KE®AAAIO 3 
ZTPATHIIKH CRM, CRM BALANCED SCORECARD, 
KPIZIMOI NAPAT ONTEZ ENITYXIAZ KAI NlOANA EMNOAIA 


3.1 E1oaywyn 


«Ayoopdoaye éva wpeaio traixvid! Kal Twoa Kaveic O&v TO xpnomorroisi», Albert 


Stroucken, Trpdedpo¢ Kal CEO rn¢ eraipeiag H.B.Fuller (Kotorov, 2003). 


H emapyoyn evdcg ouoThyatog CRM ouxvd xapaktnpiZetal atrd TIC ETTIXEIPHOEIC 
WS UN aTrodoTikh ETTévOuON Trou SEV aTIOMEpE! Ta ETMOUUNTA aTroTEAEOUATA. 
2UUQgwva we dieOveig Epeuveg (Bull, 2003) extidtar oT1 70% Twv 
eyKaTAaOTaCEWV AOCYIOWIKOU CRM €youv aéioAoynOei Wo aTIOTUXNHEVES 
ETTEVOUOEIC, EVW O OUIAOG Gartner TIPOBAETTE! OTI TO TTOOOOTO aTroTUXiaG Ba 


AavEAGEI OTO 55% KAI VIA THY ETTOMEVN TIEVTAETIC. 


O kupiapxos Adyos yiad TO UWNAS TrOD0OTS aTTOTUXIAG TWV EYKAaTAOTAdGEWV CRM 
EYKEITAI OTO YEYOVOG OTI O! ETTIXEINHOEIG SEV AvTIAAUBAVOVTa! THV EKTAON KAI TH 
BapuTnTa Twv aAAayWV HE TIG OTTOIEG N ETTEVOUON AUTH Eival OUVUMAOHEVN. H 
ulo8éTNnNON + EvVOG OUOTHYAaTOG CRM anaitei ettavaTTpoodiopiouO6 Twv 
ETTIXEIDNOIOKWV AEIWV KAI TIPOTEPAIOTHTWV KAI OIAUOPQWON TIEAATOKEVTPIKNG 
KouATOUpac. EttitAgov, xpeiadetal va KaTapynOouv ta opia avdyusoa ota 
TUNUATA KAI TIPOUTTOVETE! TOV TTPOOEKTIKO AVACKXESIAOUO TWV ETTIXEIDNOIOKWV 
diadikaoiwv Kal A€iToupyiwv. MepiiauBavel Tn Ouvepyaoia avOpwttwv 


OIAMOPETIKWV EIOIKOTHTWV KAI IEPAPXIKWV BaBYiOwv Kal aTraitei TANPN aTrosoxny 
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amo TO OUVOAO TNS eETTXEipNoNns. EtmOuEVWC, O TIPODAVATOAIOUOG, Ol 


ETTIXEIDNOIAKEG OIADIKAOGIEG KAI TA KABNKOVTA TWV EPYACOHEVWV AAAGCOUV. 


H yxapagn wlag OAOKANOpWHEVNSG OTpaTNYIKHAS CRM atroteAgi iows Tov Tro 
ONUAVTIKO TrapdyovTa yid THV OWAAN YETGBACN OTO VEO ETTIXEIDNOIAKO YOVTEAO 
TOU OuvodEeUE! TO CRM. Xdpn otn otpatnyikrh, CRM, n vAoTroinon tou Epyou dev 
atroTeAgi KAONKOV EVOG HEMOVWHEVOU TUNYATOG, GAAG SeoOUEUE! OAOKANPN THVv 
eTmIxeionon. NapdAAnaAa, n Siaydpgwon otpatnyikns CRM trpouTroGEéte! Thv 
avdaulgn KAI UTTOOTAPIEN TNS AvwTaTns Sioiknons, mn EAAEIWN TNS OTTOIAG TrTOAU 
Ouxvd odnyei O€ aTroTUXia avTioTOIya Epya. KaBoplioTIKO Trapdyovta TNs 
ETTITUXIAG EVOG OUOTHYWATOG CRM artroteAsi etriong 0 KaB0pPIOuds OTOXWV Kal 
TTAPAYOVTWV ETTITUXIAG KOI NM OUOTNYATIKA agioAdynon TNs aTrdd00Nns TOU 
OUOTHUATOS OUUPWVA HE AUTOUG. ZTIG EVOTNTES TOU AKOAOUBOUV AavaAUOVTAI TO 
epyadcio CRM Scorecard, o! Kpioiol Trapdyovtesg etituxiag Kal Ta TrIOava 


EUTTOSIA KATA THV VAOTTIOINON PIAS OTPATNYIKhS CRM. 


3.2 ZTpaTnyikn CRM 


H etiteugq Twv pakpoTTpd0eoUWV OTOXWV TOU Customer Relationship 
Management atraitei oxediaoyud lag oTpaTNyIKAc CRM trou TrepikAéie! 
OAOKANPO TOV oOpyavioud. H otpatnyikyh CRM eivai atrapaitnto va 
EUBUYPAGUHICETAI TTANPWS HE THV ETTIXEIPNOIAKN OTPATNYIKH. AvaMEepEeTal OTN 
Onuloupyia plac Evidiag ElkKOvac yla TOV TreEAdTN OTNV oTTOia Eival SuvaTH Nn 
TIpPOOBAON atrd CAG TA TUNYATA TNS ETTIXEIPNONS YEOA aTIO TTOAAaATTAG KavaAla 


eTTIKOIVWVias (Greenberg, 2004). 
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3.2.1 CRM Scorecard 


To wovtéAo Tou CRM Scorecard eivai idiaitepa ypnoiuo TOoO yia TN 
dIauOP@won Ooo Kal THV UAOTTIOINON TNS OTPaTNYIKNS CRM. H ettxeipnon 
xapadel TQ OTpaTNyIKH CRM kai O€tEI ETTIUEPOUG OTOXOUG, N ETTITEUEN TWV 
oToiwvy 8a OdNYACE! OTH OTPATNYIKN EtTITUXia. H EtrITUXIO, WOTdOO, SEV 
ETTEMXETAI ATTAG ATIO TO OTPATNYIKO OXEdIAOUO, AAAG KAI ATO TH OWOTH 
uvAoTTOinon Tou. Etmouevw<s, n dIauOpQwon lag aTTOTEAsOYATIKNS YEBOdOU 
agioAdynons TNs ETid0oNns TNS OTpPATNYIKNHS Eival IdIdiTsepa ONYAVTIKH yIA THV 


ETTITEUEN TWV ETTIBUUNTWV ATTOTEAEOUATWV. 


To CRM Scorecard atroteAgi TapaAAnAa éva epyadAgio yia Thv agioAdynon TNs 
atTdd00nsg Tou CRM. H aéioAdynon auth tTpayyatoTroigital yéoa até Thv 
EKTIUNON TNS ATIOOOONS TEGOGOWV SIADTADEWV TNS OTPaTNYIKhS CRM (Brewton, 


2003): 


1. Xpnyatooikovoyikn Aldotaon: AVAPEPETAI OTOUG OIKOVOUIKOUG 
OTOXOUG TNS OTpATHYyIKhS CRM yia ouyKEeKpINEVa TUNYATA TrEAATWV 

2. NMeAateiaknh Aidotaon: avagéepetal OTIC Sia@opetikéc eTMIOUYIEG TWv 
TUNUATWV TrEAATWV OOOV AMOpa Thv EEUTINPETHON KAI OTIC SIaMpop_es 
oTnv avTiAauBavou_evn agia. 

3. Aeitoupyikn Alidotaon: trepiAaquBdvel Tic KUpieg AéElTOUpYyies Trou 
METATPETTOUV TN YVWON YI TOV TTEAGTN O€ OMEAN Kal AEia. 

4. Av@pwrtroi / IT: AvagepETal OTIC TEXVIKEG KAI OIOIKNTIKEG YVWOEIC KAI 
OEElIOTNTEG TOU OPYAVIOYOU Trou Eival ATTAPAITNTES ylIa THV UTTOOTHPIEN 


TWV TIAPATTAVW AEITOUPYIWV. 
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To CRM Scorecard dev atroteAgi Eva aTTAG OUVOAO HETPHOEWV, AAAG avTavaKAd 
TIG OXEOEIG aITIAG - ATTOTEAEOUATOG TOU EivAl GYEOA OUVOEOEMEVEG HE TH 


otpaTnyikn CRM. 21Td6xo¢ eival n AnWn Ths KaTGAANANS TrANnpOMdpNoNs, WOTE 


OTN OUVEXEIC va ETTITEUXOE! WEYIOTOTTOINON TNS aTTOSOONS TNS OTpATHYyIKHS CRM. 


O Trivakac 3.1 atreiKovie! Eva Trapddeiyya CRM Scorecard. 


Aidotaon CRM 
Scorecard 


ZTpaTnyikoi NapayovtTes 
Etrituxias 
(TI xpEIGZETOI va EtriTEUXOEi 
yla Ka8e SidoTaon) 


ZTpaTnyikoi Aciktes CRM 
(SeixTEeg aTrod00nNs yia 
KOs TrapayovTa etrituXias) 


XPNYATOOIKOVOHIKH 


e  Meylototroinon Customer 
Lifetime Value (CLV) 

e Méeyiototroinon Share of 
wallet 


e Customer Lifetime Value 
e Share of wallet (%) 


i 


NeAateiakh 


e = Meyiototroinon diathpnons 
TrEAATWV 

e Meyiototroinon 
ETTIOTPOMWV TIEAATWV TOU 
EVKATEAEIWAV 

e =Meylototroinon véwv 
TEAATWV 

e =©Meyiototroinon 
IKAVOTTOINONS TeAATWV 


e flooooT6 diathpnons 
TrEAATWV (%) 

e = Api6udc TreAaTuwv Trou 
ETTIOTPEPOUV 

e §=©Api6uds véwv TreAaTwv 

e floogooTs 1d1aitepa 
IKAVOTIOINUEVWV TIEAQTWV 
(%) 


i 


e = Meylototroinon 


e K6otoc avd KavdAl 


’ ATTOTEAEOUATIKOTNTAG HOPKETIVYK 
mace Aaa HOPKETIVYK e = Leads ava kavaal 
ereung HOPKETIVYK 
e Méeyiototroinon e K6dotTos 
. TTAPAYWYIKOTHTAG TUNYATOG TIWANOEWV 
eeu ue view TTWANOEWV e ‘Eooda ava KavaAl 
engels TTWANOEWV 


AgiToupyiwv 


e =Meylototroinon etrimédou 
EFUTINPETHONS 


e = Etritred0 e€uTINpeTNONS 
avd KavaAl e§uTTnpeTNONS 


Egutrnpétnon Ca rere 
e Mé€oo k6éoTos avd Kavdal 
eguTINPETNONS 
f e = Avénon otpaTnyikwyv e §=6©ldiaitgepa_~—s IKAVOTTOINUEVO! 
deFloTHTWV EepyacouEvol (%) 
Avé@pwutroi / IT e AvEnon oTpatnyiKrs e [pdoRaon oe orpatnyiKr 


Tvwons 
e —Avénon IkavoTroinons 


TAnpopdpnon CRM (%) 


Nivakas 3.1: Napdderyua CRM Scorecard 


Tinyn: Brewton, J., (2003), “The CRM Scorecard + Strategic Six Sigma: A Powerful Approach 
for Maximizing CRM Strategy Execution Success”, CRMetrix 
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Ta KUpIa BHYATA TOU TIPETTE! VA AKOAOUONOE! UIA ETTIXEIONON yIa va VAOTTOINOE! 


Kal Vo ETTWHEANVE!I aTIO TO CRM Scorecard eivai ta akdAou8a: 


3.2.1.1 KaBopiopdc¢ orpatnyikic CRM 


H diaydpgwon evdcg atroteAcouaTiKOU CRM Scorecard €€kivad We Tov 
TIPODSIOPIOUO TwWv OTOXWV TOU CRM kal Twv oXéoEewv altiag — aTToTEAEOUATOG 
Xdpn OTIc oTTOigs o1 OTOXOI Ba ETTITEUXBOUV. O KaBOPIOUdS TNS OTPATNYIKNHS 
CRM trpayyatotrolital ye tty PonPela evdc SuvayikKoU eEpyaAEiou Trou 
ovouddetal «XaeTng ZTpaTnyIKhXg¢ CRM» (CRM Sirategy Map). O Xdptn¢ 
ZTpaTNyIKHSs CRM trapéxel pla FekaBapn EikdOva vid Tn OTpaTNyIKh CRM o€ OAEG 
TIG OUGOEG EVOIAMEPOVTOS TOU OPYAVIOUOU. ZUVOEE! TIC TEQOEPIC OIAOTACEIC TOU 
CRM Scorecard Ye YETPNOINOUG OTOXOUG KAI UTTOOEIKVUEI TIWC KOBE SIdoTAON 
UTTopEi VA OUUBGAAE! OTNV ETTITUXIA TOU CRM. O1 TécoEpic SIAOTACEICG TOU KapTN 


oTpaTnyikns CRM eivai o1 TapaKkatw (Murphy, Russel, 2002): 


1. Xpnyatooikovopikn dSidotaon: H didotaon auth atreikoviZel TOV OTITIKN 
TWV HETOXWV OXETIKG HE TN OTPATNYIKH ETTITUXIA TNS ETTIxEIONONS. H EttIxEipnon 
TIPETTE VA ECETAOE! TrWCG Oa ETTITUXE! TOV ETTIBUUNTO OTOXO, TH SNUIOUPYia 
UaKpOTIPGVEOUNS Asiac yia TOUG HETOXOUG: 
a) Me otpatnyikh yaKkpotrpdGeouns avdtitugns, Snyloupywvtac vEEC 
TINYES EOOOWV KAI AUEAVOVTAaS THV Agia TwWv TEAATWV 
8) Me otpatnyikh TrapaywyikoTnTAc, BEATIWVOVTAS TN SOU TOU KOOTOUG 
KAI AEIOTTOIWVTAS TTOIO ATTOOOTIKG TO EVEPYNTIKO TNS ETTIXEIONONG. 
2. NMeAateiaknh Aldotaon: Avagépetal OTOUG OTPATNYIKOUG OTOXOUG TNS 


eTaIpEiac TOU OXETICOVTAI WE TH SNUIOUPYia TIPdTAONS agiac (value proposition) 
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yla Tous TreAdTEc. ldiaitepa ONYavTIKO POAO OTNHV ETTITEUEN TWV OTOXWV AUTWV 
atroTeAgi Nn OnuIoupyia yas BaoNs yia SiIapopoTToinon aTrd TOV AVTAYWVIOHO OE 
UAKPOXPOVIO ETTITTESO. 
YTGPXOUV TPEIG KUPIES TINYES SIAMOpOTTOINONs 6oov APoOpa Tous TrEAATEG 
v KalvoTouia: TAaPOXA KAIVOTOUIKWV TIPOIOVTWV A UTINPECIWV TrOU SEV 
TTAPEXOVTAI ATTO TOV AVTAYWVIOUO 
v Tvwon yia Tov treAdTn: YVWOEIG VIA TIG AVAOYKEG TWV TIEAATWV KOI 
dIAUOPQWON TWV KATAGAANAWV AUOEWV VIC THV IKAVOTTOINON TOUG 
v Agitoupyikh aptiotnta: Tlapoxq  ikavoTrointikng toloTnTAG Kal 
TIPOIOVTIKWV KAPAKTNPIOTIKWV OTO XAUNAOTEPO SUVATO KOOTOG. 
H etixeionon pete: va etiAggel ia amd Ti¢ TrapaTTdvw BdOEIC 
OIAPOPOTTOINONS TIPOKEIMEVOU VA DIAUOPPWOE! THY TIPOTAON AtiacG TIPOG TOUG 
TTEAATEG TNS Kal va SiagopoTroinOEi ard Tov avtaywvious. H Trpdtaon agiac 
UTTOPE! VA OPIOTEI OE OPOUG TINS, TOIOTHTAS, KAPAKTNPIOTIKWV, EGUTINPETNONG, 
ETTWVUNIOS Nh OXEONS HE TOV TIEAGTN. 
3. Aildotaon AEiToupyiwv: H etixeipnon xpeiacetal va etmiA€fEl OE TIOIEG 
diadikaogieg Ba SwWOE! EUMAON, WOTE va ETTITUXE! UWNAG ETTiTTESA IKAVOTTOINONS 
TreAaTWwv. Eival atrapaitnto, eTOuEVWC, va KABOpPiIE! TA ONUEIA ATO Ta OTTOIA O 
TreAaTNs 8a avtTAEi TPOOBETN asia. 
4. Aidotaon avOpwrirwv kal IT: H didotaon AUT AVAMEPETAI OTIC YVWOEIC 
OIOIKNTIKEG, TEXVOAOYIKEG f GAAEG TTOU Nf ETTIXEIPNON TIPETTE! VA aAVATITUEE! 
TIPOKEIMEVOU VO UTTOOTNPISE! TIC TrapaTTavwW diddiKaoiec. H KaTnyopia auTh 
OUUTTEPIAGUBGVE! TIC NYETIKEG SOESIOTHTEG TWV OSIOIKNTIKWV OTEAEXWV, TN 
OIAYOPQWON KOIVAG TIEAATOKEVTPIKHS KOUATOUPAG, TN OleEaywyn EKTIAISEUTIKWV 


TIPOYPAUUATWV KAI THV UIOBETNON Tou AoyiouIKOU CRM. 


ay) 


To didypappa 3.2 TrapouoldZel Eva Tapddelyya OTPATNYIKOU xdpTN: 


Agitoupyikn Aidotaon 


AtroxTnon Aiathpnon 


EmiAoynh MeAatwv neAarom plekaTGay. Avatrtugn MeAatwv 
: 4. Ataxeipion 5. Ataxyeipion : 
: Maile eis al OuVNTIKWV NapayyeAiw tel, 
noeos TrEAATWV Vv 
7. Mpoypayyatiopés 8. AégioAdynon 9. Alaxeipion 10. EtravagioAdynon 
Kautraviac AvayKWwv OITQUaTwWv avayKWv 
11. Alaxgipion 1oMauc 13. EniAuon 
: . Aiaydpewon : 14. Up-sell / cross- 
eens Sal TIPOTAOEWV MpoBAnper sell 
Aoyapliaguwv WV 
15. Aavoapioya veEWwV 16. KAgioiyo 17. Alaxeipion 
TIPOIOVTWV OUL@WVIWV KayTraviac 


Aidotaon Fvwoewv kai AvatiTuénc 
a 


ZTPATNYIKES ZTPaTNYIKh 


IKkavoTNnTES TexvodAoyia 


Aidypappa 3.1 Napddeiypa Xaptn Ztpatnyikhs CRM 


Mnyn: Murphy, K., Russel, R., (2002), “Use the Balanced Scorecard to Execute CRM Strategy” 
www.gartner.com 
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O xdptTns oTpatnyikhis CRM Bon8a tnv ettixeionon va EetiTUXE! TA AKOAOUBA: 


- Atrooagnvion ovvOeTwv aTrOWEWV OYXETIKa YE TH OTPATNYIKH CRM 
avduEeod OTA WEAN THG OUddaS KaPAENS OTPATNYIKNS 

- Eu®uypauuion amowewv tng ouddac Siaudpqwons otparnyiKkis CRM 

- Alaydpqwon OAIOTIKhs Kal OAOKANPWHEVNS MUONS THS OTpATHYyIKHS CRM 

- Avamtugn «Kolvnsg yAWooac» yupwW ato Ta BEY"aTA TOU AaMOPOUV Th 
oTpaTnyikn CRM 

- [lpoodiopioposg Twv TrapayovTWV KAI TWVv SEIKTWV TTOU XpPEIGCETal va 
EKTIUWVTAI, WOTE va BEATIWVETAI SIAMKWS N ATIOOOON TNS OTPATNYIKNS 


CRM. 


3.2.1.2 ErmiAoyn 2TPATNYIKWV TTAPAYOVvTWV LETONONS 


Katd To deUTEpo BRYA via TH Siaudpqwon Tou CRM Scorecard n ettixeionon 8a 
TIPETTE! VO ETTIAEEE] TOUG TTAPAYOVTES YETPNONS TOU PavEepwvouUV THV AaTTOdOON 
TWV TrapayovTwWV ETTITUXIAG TNHG OTpaTNYIKS CRM. ‘Eva Trpooektikd 
oxediagouévo CRM Scorecard trepiAauBavei 15 - 25 oTpatnyiKOUc TrapayovTES 
UETOPNONG, O TEAIKOG APIBUOS WOTOOO Eival AUEON OUVAPTNHON TWV OTPATNHYIKWV 
OTOXWV TNS ETTIXEionons (Brewton, 2002). Ol TrapdyovTeg wETPNONS TNS 
otpaTnyiKng CRM eival atrapaitnto va avtavakAoUv tnv attdd00n Kd0E 
KaVGAIOU ETTAPAS YE TOV TEAGTN (TT.x. TRAEMWVO, IOTOOEAIOA, SIATTPOOWTTIKH 
eTrTa@rn =«.ATr.). Ejival idiaitgpa OnyavtTikKO o| TrapdayovTeg WETPNONS TOU 
eTTIAEYOVTAI va Eival TAPGAANAG aTrapaiTnro! Kal ETTapKEICG yIA THY ATTOOOON TNS 


otpatnyikns CRM. H TteAeutaia evépyeia trou atraiteital KaTa To SeUTEpO Bhya 
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OXEdsIAOYOU THG OKOpPOKAdPTAS Eival n eTIAOyA OTOXWV aTTOdOONS via KaOE 
OTPATNYIKO TrapayovTa aTrddo0on<s. 
Ol Trapayovtes WETENONS TNS ATIO50ONS TNS OTPATNYIKHS CRM avrkouv o€ yia 
ATTO TIG AKOAOUBES KAaTNYOPIEG: 

v XPNUATOOIKOVOUIKOI TrapayovTEs (€) 

v Plapayovtes 6yKou, xpdvou rf pu@yOU (#) 


v Hlooootd (%) 


DTN OUVEXE! AVAPEPOVTA! EVOEIKTIKA TTAPASEIyUATA TrapAayOvTWV HETONONS ava 


didotaon Tou CRM. 


Av@puotro! / IT 
- ldiaitepa iKavoTTOInuEVO! EpyAaCoLEVO! (%) 
- Epyadouevoi trou eivai idiaitep0 mmOavd va TtrapauEivouv oTNnv 
eTTIXEiONnoN (%) 
- Alathpnon epyacouevwv (%) 
- PlapaywyikdétTnTa epyacouevwv (%) 
- Aia8eoiwdotnta oTpatnyikis TAnpOMdpNoNs (%) 


- Xpdvoc avtatroKpions o€ oTpaTnyikn TAnpoPdpeNon (#) 


Aidotaon Ae!roupyiwv 
- [PlwAnosic- Api6uds ZtaupoEeiowv NwAnoewv (#) 
- [lwAnoeic — Api6udc Up Sales (#) 
- [wAnoeic — Kéootos ava ouvaAAayn (€) 
- Mapketivyk — Kéotos ava diagnuiotikh KayTravia (€) 
- Mapketivyk — Api@udc dia@nulotikwv EvepyEiwv (#) 


- E€utrnpétnon — Etitredo e€uttnpétnons (%) 
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- E€uttnpétnon — Kdotos avd etragnh egutmnpétnons (%) 


- E€utrnpétnon — ldiaitepa iKavoTroInuEevol TrEAGTES (%) 


Ol €ETNXEINNOEIG TOU aAgloTTOIOUV To AladikTUO yia tThv vVAOTIOINON TNS 
otpatTnyikng CRM 6a Trpétrel va EVOWYATWOOUV KAI KAdTIOIEG TIPOOOETESG 
UETPNOEIC, OTTWG: 

- Xp6voc Trou AMIEPWVETAI OTNV loTOCEAIOG (#) 

- Pu®ydc eyKaTdAgiwns Tou KaAaBi0U ayopuwv (%) 


- EtravadauBavoueves etioKéweis (#) 


METPNOEIS TNS TrEAATEIAKNS SIGOTAONS 
- [dlaiTEpa IKAVOTTOINUEVO! TTEAATES (%) 
- f[leAatecg trou eival idiaitgpa tmmO8avdo va TrpoTEivouv Thv ETTIXEionoON OF 
GAAous (%) 
- Pu®udc SiatApnons treAatwv (%) 
- Pu®y"dc atroxwpnons TreAatwv (%) 
- Né€ol TreAdtEs (#) 


- Attioduon oTous TreAGTEs (cross sells, up sells) (#) 


XPNUATOOIKOVOHIKOI TTAPAYOVTES HETPNHONS 
- Customer Lifetime Value (€) 
- Kepdogopia treAatwv (#) 
- ‘Eooda otn didpKkeia Cwrj¢ Tou TreAdtn (€) 


- Share-of-wallet (%) 
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3.2.1.3 2UCevEn Mlapayovrwv yéTonons oTpaTnyiKhc CRM (Cascade Strategic 


CRM Measures) 


To eTOuevo BAYA YETTA THV ETTITUX AVadTITUEN TOU scorecard Eival n OUVdEeon 
TWV TTAPAYOVTWV YETEPNONS TNG OKOPOKGPTAG HE THY ATTOdOOH THNYATWV, 
OUGOWV KOI OUYKEKPINEVWV EpyaCcovEvWv. H diadikaoia GUT ETTITPETTE! THV 
EUBUYPGUUION TWV KOONEPIVWV ATTOPGOEWV KAI EVEPYEIWV SOIOIKNTIKWV 
OTEAEXWV, OUGOWV KAI EPYACOUEVWV HE THV aTTOSOON TNS OTPATNYIKHS CRM. To 
OUVOAO TWV EPYACOHEVWV OUVTOVICETAI, ETTOUEVWC, KO! EXE] KOIVA KATEUBUVON 


TIPOG THV ETTITEUEN TwWV OTOXWV TNS OTpAaTNyIKhs CRM. 


3.2.1.4 EriAoyn Kal epapyoyn Evog OUOTHLATOS avapopas 


TO OUYKEKPINEVO BHA KPiVETAI TOOO ONUAVTIKO OOO KAI TA TIPONYOUUEVA, SIOTI 
N HEYyIOTOTIOINOn THC AaTOd00NnG Tou CRM atraitei agidtiotn kal eéyKaipn 
TIANPOMSPNON OXETIKG YE THV ATTOOOON. H eEttIAOyA TOU OUOTNYATOSG ava~opdac 
atmdd0onsg Tou CRM Scorecard eivai avayKaio va BaoiZetal of Eva OUVOAO 
KPITNPiwWV TTOU AVTIKATOTITPICOUV TIC AVAYKEG TTANPOMOPNONS TNs ETTIXEI|pPNONS 
yla Thnv atTré6d00n Tou CRM. O1 KUpieg SuvaTOTNTES TOU OUOTHUATOS avapopdc 
TTEPIAGUBAVOUV GAUTOUATOTTOINUEVN AnWN SESOUEVWV ATIO OIAMOPETIKES TINYES 
OfOOHEVWV, AVAPOPEG TIPAYYATIKOU ypdOvou, TIOAAATIAEG OWEIG TWV 


ATTOTEAEOUATWV, EVAVAYVWOTA YPAMNHYATA K.a. 
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3.2.1.5 Evowudtwon Tou ouothpatos yéTonons atré6doans CRM otnv 


KOUATOUPAa TOU OpyavioLoU 


KAEldi VIA TH HEYIOTOTTOINON TNS ATTOdOONS TOU HOVTEAOU HETONONS aTIOOOONS 
Tou CRM atroteAgi Nn evOW"dTWOr TOU OTN OUVOAIKH KOUATOUpa TOU 
opyaviouou. O oOTOXOG AUTOS Eival OuVaTO va ETTITEUXOEI YE TH OUVOEON TWV 
TTapayOVTWV HETONONS YE KUPIA OUOTHYATA SIoiknons TOU OpPyavIOYOU. ‘Evac 
QO TOUG TIO ATTOTEAEOUATIKOUG TPOTTOUG YIA THY EVOWUATWON TOU OUOTNUATOG 
UETPNONS aTTOSooNns CRM otTnv KoUATOUPA TNg¢ ETTIXEIpPNONS ATroTEAEI N OUVSEONH 
TOU HE TOIA OUOTHYATA dIOiKNONS AvOpwitivou SuUVaYIKOU, a) ETTAOYA KAI 
TpOOAnWN, B) EKkTTaiSeuoN KAI avdtTUEN, y) asioAdynon Kal avayvwpion 
atTréd0ons. O1 véEG TIPWTOBOUAIES via TH BEATIWON THS OTPATNYIKhS CRM 6a 
TIPETTE! VA AFIOAOYOUVTAI WE BAON TO UOVTEAO HETPNONS aTTdd00Ns. NapdaAAnAa, 
N EVOWUATWON YHOvTEAOU HETPNONS aTroOd0oNns TOU CRM otnv KouATOUpa Tou 
OPYAVIOYOU pTTOpE! va ETTITEUXBEI UEOW TNS OUVdEONS TNS WETPNONS aTTOdOONS 
CRM ue Tn OiapKkh BeATiwon, AAAG KAI THV ETTIKOIVWViA TNS OTPATNYIKhHS CRM o€ 


OAOKANPO TOV OPYyaviIoHUo. 


OAoKAnpwvovtas Tn diadikacia vUAOoTTOinons evodg CRM Scorecard, yivetai 
AVTIAHTITO OTI1N XENON TOU EPYAAEiOU AUTOU Eival EFAIDETIKA WHEAIUN TOOO Via TH 
dIAUOP@wWon OOO KAI THV agsloAdynON TNS OTpaTNYIKhSs CRM. LuvoTiTikd, Ta 
KUPIOTEPA OMEAN TOU CRM Scorecard yia Tov opyavioud eival Ta aKOAou8a: 
v_ Kolvf katev8uvon TWwv OTEAEXWV TTOU OIAUOP@wvouv TH OTpaTNHyIKh CRM 
v ATTOTEAEOUQTIKN ETTIKOIVWVIa Kal TTAQENS KATAVONON THS OTPATNYIKNHS 
CRM o€ oA6KANpo Tov opyavioud 


v looppotria avayEod oTIc TIOAAATTAES SIAOTAOEIG ATTOSOONS TOU CRM 
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v  ZUVOAIKOG ETTIXEIDNOIAKOG TIPOOAVATOAIOWOG TIPOG TOUG TIAPAYOVTEG 
eTTITUXIaG Tou CRM 

v AtroteAg€OuaTIKh emapyoyhn Tou CRM, xden otnv akpiBh kar €yKaIpn 
avatpopoddétnon (feedback) oyeTikKd YE THV aTrOd00n TwWV KUPIWV 


AEITOUPYIWV TOU. 


3.3 Kpioipoi Napayovtes yia tov Etituxia ths Ztpatnyikns CRM 


H epmapyoyn evdcg ouothyatog CRM artroteAgi Wla aTré6@~aon ETAaBOANS Tou 
MIADDOIAG KAI TWV ETTIXEIDNOIAKWV SIAOIKAOIWV, EUTIAEKE! TOOO TN SIOiKNON OGO 
KQI TOUG AOITTOUG EPYACOUEVOUG TOU OpYOVIOYOU, Evw TTAPGAANAG aTroTEAEi IA 
lOlaiTepa KOOTOBOPO ETTEVOUON. H EtTIAOYF TNS UAOTTOINONS EVvdG TETOIOU EPYOU 
EiVAl ETTOMEVWG OUVUMAOHEVN YE TIOAAATIAES OPYAVWOIAKEG AAAAYES KAI UWNAS 
XPNUATOOIKOVOUIKO KivOUVO. H EUTTEIPIA APKETWV ETTIXEIONOEWV OEixvEl OT! 4 
EMAPHOYN TIPOOEKTIKA HEAETNUEVNS OTPATNYIKNS OXEdIAOYOU Ka! UVAOTTOINONS 
QTIOTPETTE] TOUG TTapATTAVW KIVOUVOUG KAI OUUBGAAE! IdIdiTEpa OTNV ETTITEUEN 
TWV ETTIBUUNTWV aTrOoTEAEOUATWV TOU CRM. H uAoTroinon plac etmituXxnuévns 
otpaTnyiKns CRM atraitei trAnpn KaTavénon Kal EUBUYPGUUION YE TOUG OTOXOUG 
TNS ETTIXEipnons, SEOWEUON TOOO TNS SIoikKnONG OOO KAI TOU OUVOAOU TWVv 
epyacouevwv, KaAWSG Ka! OIlapKA avtTiAnWwn TNS oOTITIKHAS TOU TrEAdTN. 
AVQAUTIKOTEPG, Ol KUPIOTEPO! TTAPAYOVTEG ETTITUXIAG IAG OTpATNYIKhs CRM 


TTAPOUOIGCOVTA! OTN OUVEXEIA. 
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3.3.1 Alayopqwon opadyatos kal oTpaTnyiKhs CRM 


H etituxns uAotroinon tou CRM trpouTro@éte! thv UTrapén ylac EeKaGapns 
EIKOVAG WC TIPOG THV EVVOI TNS TIEAATOKEVTPIKNS ETTIXEIONONS. KAGE OPYAVIOUOG 
eival avayKaio va avtiAauBdvetal Thv agia Trou 8a tTrpodVEGE! TO CRM, Tous 
AdyouSG yla TOUS OTTOIOUG TO ETTIAEYEI KAI TIC AGAAAYES TOU TO VEO OUOTNHYA 8a 
eTTIpepel. M’ auto Tov TpdTrO, 8a Eival o€ BEON va KaBoOpicE! TO OPaY"G TNs OE 
OXEON HE THV E~aPYOYyH TOU CRM kal va etriA€EEl THY KATGAANAN AUON Trou 8a 


TOU TIADEXE! TA ETTIBUUNTA OMEAN. 


Ka8ws To CRM dev atroteAsi yla AUON TOU UTTOpEi va TUTTOTTOINOE! KAI va 
uvAoTroinGei YE Tov idi0 TOdTIO OE KAGE ETMXEIONON, Eival aTrapaitnto va 
uloBETEiTAI AOYW OUYKEKPINEVWV AVAYKWV KAI TIPOTEPAIOTHTWV KAI OXI OAV ATTA 
TIPOOTTAVEIAS HiNONS ToU avTaywviouOU. Eivai idiaitgpa ONnYavTIKO To 6paya 
yia Thv atTdd00n Tou CRM va utrootnpi~etai EvOepua amd Thv avwtatn 


OIOIKNON KAI VA ETTIKOIVWVEITAI ATTOTEAEOUATIKA O€ OAOKANPO TOV Opyaviouo. 


EttikKEVTPO TNS OTPATNYIKNS PETE! va Eival O TrEAATNS KAI Nn KUPIA EOTIAON TNS 
ETTIXEIPNONS VA APopa Thv TrapoxN TIPdOGETNS Agiac O' aUTOV. OI ETTIXEIPAOEIC 
Tou avTiAauBdavovtal TO CRM Kupiws oav uid Epapyoyn AOYIOUIKOU Kal 6x! CAV 
UIA TIPOOEKTIKA OKXESIAOWEVN OTPATNYIKH Eival EfaipeTiKa TrOBAVG va ATTOTUKOUV 
KaTd ThV UAOTTOinon Tou CRM. Etrouévw>c, KdO_e etixeionon yxpeidcetai va 
Ouvelonrotroijoe! OT! TO CRM Oev eival apopd atrAwc TexvoAoyia, AAAG 


AVAMEPETA! OE AVOPWTTOUG, TIOAITIKES, OIAOIKAOCIEG. 
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3.3.2 YTooTHpIEN aTrd6 TNH Sioiknon 


H utrooTnpign Kal S€OvEUVON ato THV TrAEUPG TNS SIOiKNONS TOU OpyavIOyOU 
diadpayatiGouv KaBopioTiKO POAO via THV ETTITUXIA EvdG EPyou CRM. E@doov 
TIPOKEITAI VIA EPYO OTPATNYIKNS PUOEWS, aATraiTEital Nn TANPNS Kal EvEPYOG 
UTTOOTNPIEN TOU ATTO TO OUVOAO TWV OIOIKNTIKWVY OTEAEXWV, KABWS Ka! Nn 


EUBUYPAUUION TNS ETTIXEIPNOIAKNS OTPATNYIKNHS HE TN OTPATNYIKH CRM. 


ZTUUQWVA HE OXETIKEG HEAETEG, O1 TIIBAVOTNTES ETTITUXIAG EVOG Epyou CRM eival 
ONUQVTIKA HEYAAUTEPES OTaV Nn EUBUVN ya THV UAOTTOINON Tou Epyou YOIPACETAI 
O€ OIAPOPETIKA TUNYATA, OTTWCG TYNYATA TrAnpO*opIKhc, MdpketivyK kal 
OlkoOvouIKOU. H kolvA avdulgn, S€OuEUON Kal EUBUVN TWV TUNUATWV WC TIPOG 
TNV ETTITUXIA TOU OXESIAOYOU KAI THSG VAOTTOINONS TOU EpyOU OUUBGAAE! OTHV 


TEAIKN] TOU ETTITUXIC. 


NapdaAAnAa, KABWS OI AVAYKEG yIA OUVTOVIOLO Eival IdIciTEPA UWNAES KATA THV 
UAOTTOinoON Tou Epyou CRM, Kpivetal OKOTTIUOS 0 KABOPIOUGS Evdc project leader 
O oTToiO0g Eival UTTEUBUVOSG YIa TN OIOiKNON KAI THV Opydvwon Tou Epyou. O 
project leader €yei wo KUPIO KAONKOV TO OUVTOVIOUO OAWV TWV SPAOTNPIOTHATWV 
TOU OxXETICOVTal WE TO CRM kal Tn SleUKOAUVON TNC ETTIKOIVWVids Kal AvTAaAAaYNS 


TIANPOMOPIWV AvavECa OTA TUNnYaTA. 


3.3.3 NeAaToKevTpikh Etmixeionoiakn KouAtoupa kai Aloiknon AAAaywv 


H epapyoyn Tou ouothyatog CRM Eival oTEvad GUVUMAOHEVN HE TN OUVOAIKH 
aAAayh TNS ETTIXEIDNOIAKNS KOUATOUPAGS KAI OAV ATTOTEAEOUA ATTAITE] YVWOEIC KAI 


IKAVOTNTEG OIOiKNONG AAAGyWV aTTO THV TIAEUPA TWV OIOIKNTIKWV OTEAEXWV. 
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Ka8ws n avOpwttivn muon Siakpivetal aTTO EY@UTN TAaON avTioTaONS OTIC 
aAAayés, Eival Id1aiTEpPA ONYAVTIKO va SoBOUV oO! KATGAANAES KATEUBUVOEIC KAI TA 
atTrapaitnta KivnTpa TIPOKEINEVOU O| EPYACOUEVO! va EVOTEPVIOTOUV ThV 
TTEAQTOKEVTPIKf, KOUATOUPEG. Ol! ETTIXEIPHOEIG TOU SIABETOUV IA KOUATOUPA TrOU 
eival O€EKTIKN OTIC AAAAYES KAI TIPOOAPUOCOVTA! EUKOAG, TEivOUV va UIOBETOUV TN 
véa giAooogia Tio yenyopa. AvtTiPeTa, o1 Opyavioyoi Trou SiaKpivovTal atrdé 
EvTOVN AvTiIOTAON OTNV AAAayn Eival atrapaitnto va Owoouv ldiaitepn EUMaon 
OTN O1OikNON AAAAYWV, TIPOKEIMEVOU va ETTITUXOUV KOIVA OEOUEUON KAI ATTOSOXN 


aTTO Thv TIAEUPG TWV EPYACOHEVWV. 


Népa até tov KaBopioys evdg CRM manager uTrev8uvou yid TOV OUVTOVIOHO 
TOU EPYOU, KPIVETAI OKOTTIUN NM EUTIAOKA OOO TO SuVaTOV TIEPIOOOTEPWV 
TUNUGTWV KAI AEITOUPYIWV OTA OTAddIA GyYEdIaoYOU Kal UAOTTOINONS (Kotorov, 
2003). Lav atroTéAEoua, oO! EPYaCOUEVO! BiIWvoUV THV UAOTTOinNoNn Tou CRM oav 
éva KOIVO project, TO oTToio eTmI@UWOUV aTTd KOIVOU va OIEKTTEPAIWOOUV HE 
eTtiTuUXia. H aTrodoxN TNS VEAG KOUATOUPAG KAI OTPATHYIKNS aTTO THY TIAEUPA TWV 
EPYACOUEVWV AUEAVETAI ONUAVTIKG KAI N WETABAON OTO VEO OUOTNUA yivEeTal TO 


ouaad. 


NapaAAnaAa, n ettixeipnon xpeiadcetal va SwoE! EUMaON OTNV EkTTAaiIOEUCN TWV 
EPVYACOUEVWV TIPOKEINEVOU va ETTITUXE] UWNAG TTODCOTA aTTOdOyXNs TOU CRM. 
2TOXOG TWV EKTTOIOEUTIKWVY TIPOYPAUHOTWV Eival va yivel avtTiAqtTTA 
OTTOUdaIOTNTA aUTNS TNS AAAayNAS Kal va Siao@aAloTtEi nN EvEPYOG AVaUIEN TwWv 
EPYACOUEVWV OTNV ETTITUXIA TOU Epyou. H EKkTTAISEUON TWV EPYACOLUEVWV Eival 
atTrapaitnto va trepiAauBavel! oToIXEia yia TOUS OTOXOUG Kal TA OMEAN TOU CRM, 


va KQAAIEpyei TIC IKAaVOTNTES EfUTTINPETNONS TrEAATWV, KABWCG KAI VO TOUG 
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TIPOETOIUGCE! WS TIPOG TN XENON TNs TexvoAoyiag CRM. Téo0 n Extraideuon, 600 
Kal N EvepyOG avdulgn OTO OXESIAOUO TOU VEOU OUOTNHYATOG UTTOPOUV va 
diadpayatioouv KaBopioTiKO pOAO vid ThV OYAAN YETABAON Kal aTTOdOKXA TNS 


VEG, TIEAQTOKEVTPIKNS KOUATOUPAG. 


3.3.4 Mpooapyoyn Twv ETTIXEIPNOIAKWV SIAdIKACIWV 


H ulo8ETNON IAG TIEAAQTOKEVTPIKHS PIACDOgIAG KAI OTPATNHYIKNHS Eival GuEoa 
OUVUMAOHEVN HE TH OIAUOPQWON KATGAANAWV ETTIXEIONOIAKWV SIASIKACIWV 
OTrou O TrEAGTNS PPioKETAI OTO ETTikevTPO. H EPaPYOYH TOU OUOTHYATOG CRM 
dev TrepiAaduBavE! WOVO THV UIOBETHON TOU VEOU AOYIOUIKOU Kal THV AAAayH TNS 
TexvoAoyiac, AAAG TIPOUTTOBETE! OUVOAIKN GAAQaYyN TOU TIPOCDAVATOAIOHOU KAI TNS 
OpYaVWONG TWV ETTIXEIONOIAKWY SIGdIKACIWV ETO! WOTE va UTTOOTNpICETAI 


TIANPWS TO CUOTHYa CRM. 


Ol ETTIXEIDNOIAKES SIAdIKAaGIEG TIPOOAPYOCOVTAI ONYAVTIKA OUUMWVva HE Th 
giAkooogia Tou CRM, evW OE OPIOUEVES TIEPITTTWOEIC aTraiTeitTal Oo TrANENS 
avaoxEdsiagUds Tous (process reengineering). H TrepodapyOYA TWv SIAdIKACIWV 
TpOUTIOBETE! THY avdAUON TWv diddikKacIwy CRM trou agopouv tnv 
QAANAETTIOpAaoOH YE TOV TrEAdTH, TH OUAAOYH, ETTEEEPYACIA KAI OAOKANPWON 
TANpOMopiWwyv ato SiapopeTiKa KavdAia. AuTA Nn avdAuon SIddIKaCIWV TIPETTE! 
VO TPAYWATOTTOINVE! ATTO THY OTITIKH TOU TTEAATN HE BAON Tic ETTIBULIESG KAI TIC 
avdyke¢g Tou. Eival emouevws atrapaitnto n etmlxeipnon va EpEUVNOE! TIC 
AVAYKEG KAI TIC TIPOOOOKIEG TWV TTEAATWV TNS TIPOKEINEVOU VO EUBUYPALHIOE! TIC 


dIAdIKAOIEG TNS UE TN OTPATNYIKH CRM. 
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Kupiog oTOxOG TOU TrapaTTdvw avaoyxyediaouou eival n  KaTapynon 
TIPOBANUATIKwWV dIddIKaOIWV, N PEATIWON TWV AAANAETTIOPAOEWV UE TOUG 


TTEAATEG KAI O KABOPIOUOS TNC IOQVIKNS EUTTEIPIAG VIA TOV TrEAGTN. 


3.3.5 KaBopioydés Kpitnpiwv aTréd0oncg CRM 


Meta tnv oOAOKAnPWON TNS UVAOTIOinons Tou CRM, n emixeipnon § esivai 
ATTAPAITNTO vA HETPG KAI Va EAEYXEI TNV ATIOTEAEOHATIKOTNTA TOU OUOTHYATOG, 
oToxevovTag oTN diapKh BEdTiwon THG aTrdd00ns. H ettituxia Tou CRM 
TIPOUTTOBETE! TOV KABOPIOUO YETPHOIUWV OTOXWV KAI OEIKTWV AEIOAdYNONS TNS 
aTrédo0ons tou CRM. Ta xkpitApia atr6do0o0ns Tou CRM oupBdAAouv oTNV TAKTIKH 
METPNON = TS ETNTUXIaG TOU CRM _ kal trapéxouv eva unxavioyud 
AVATPOMOSOTNONS Trou ETTITPETTE! TH OiapKN EFEAIEN KAI AvAadIayOP@WwoNn TNS 
OTPATNYIKNS KAI TWV €ETTINEPOUG TTOAITIKWV. Ejival Id1ciTtepa ONYAVTIKO Nn 
emMIXElonon va KaGOpPiCE! OUYKEKPINEVa KPITAPIA aTIOdOONS, va OHEOEI 
TIPOTEPAIOTNTEG KAI VA TIPODSIOPIOEl TOV TPOTTO KAI TH OUXVOTNTA TNS 
agioAdynons THs atTdd00n¢g tou CRM.  Evoeixtikd KpiTApia agioAdynons 
ATIOTEAOUV TO TIODOOTO SiaTHNPNONS TreEAATWV, TO WEOO UWOS TIWANOEWV ava 
TEAATH, O XPOVOSG AVTATTOKPIONS OTA aITAYAaTAa ToU TreAdTN K.a. Etimpoo8eta, 
lOlaitepa = OnYavTIKOG pdoAO oTNV ag&ioAdynon THs atrdd00ng tou CRM 
diadpayarigel O TPODSIOPIOUGs THSG aTTOdo0ONS TNs ETTEVOUONS O€ CRM (ROI), 
MEOW TOU OUOXETIOUOU KOOTOUG KAI WOEAEIAG TTOU TIPOKUTITOUV ATIO THV 


€TTEVOUON. 
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3.3.6 Mpoodiopiouds tn ExTaons Epapyoyns Tou CRM 


To AoyiouiKO CRM 6a Trp€étrel va xpnolpoTrolcital UOvo OE DIGdIKAOIEG TOU Eival 
KPIOIUES yIA THV ETTITEUEN AVTAYWVIOTIKOU TTAEOVEKTHUATOS aTTO THV TIAEUPG TNC 
eTmixeipnons. H TrpooTrdGEIa yia AUTOUATIONO TTOAAaTTAWV O1ddIKAGIWV, OTAV EV 
eival ATTAPAITNTO, TPOOVETE! TTOAUTTAOKOTNTA KAI aTraiTei UWNAN ETTEVOUON OE 
XPNYa KAI XPOvO TIPOKEINEVOU va UAOTTOINVE!. MpoKeiuEvOoU va aTroMEeuXGEi TO 
OMGAYUA AUTO, O OPYAVIOUOS TIpETTE! va EXE! EEKABAPN ElKOVA TNC aAgiac Trou TO 


CRM utropei va Tou Trapéxél. 


KdGe ETTIXEIDNON TIPETTE! VA EXE] PEAAIOTIKEG TIDOOOOKIEG OXETIKA HE TA OMEAN 
Tou CRM kal €emouévwc va uNnv To avtiveTwttifel oav tTravdkeia yia KdOE 
TPOBANnWA. H uloBETNON EVOG TrOAUTTAOKOU AOYIOUIKOU TOU UTTEPBAIVE! TIC 
TIPAYUATIKEG AVAYKES TNC ETMXEIONONG BA OdnyNAOE! TEAIKWCG OE HEIWHEVN 
TIPOBUWIA ~aATTOOOKXNAS TOU, OE AUENYEVN TroAUTTAOKOTNHTA Kal THOAVWCS OE 


aTTOTUXIA TEAIKNS UAOTTOINONG. 
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3.3.7 Mpoodiopiouds WaeAElac TEAATWV 


‘Evdc aKOY"G KpioIUOS TrapayovTas via THV ETTITUXIa TOU CRM ouotThyaTos Trou 
O£ OPIOUEVES TIEPITITWOEIC TTAPABAETTETAI ATTO TIC ETTIXEIDNOEIC Eival Nn TTAapOKXNh 
OUYKEKPIMEVWV TIAEOVEKTHUGTWV TTPOG TOV TrEAdTn. H egapyoyA Tou CRM 
TIPETTE] VA OUUBGAE! OTNV KGAUTEPNH KGAUWN TWV AVAYKWV TWV TTEAATWV, OTHV 
eTTIAUON TIPOBANUATWV Ka! OTHV TrapOXN TIPdDGETNS agiac. Eivai atrapaitnto n 
ETTIXEIONON va EXE] CAH EIKOVA TOU OMEAOUG TrOU Ba TIPOOWEPE! TO CRM otTov 
TTEAATN TG, TIpIV EEKIVNOE! TN OIAdIKAaGIA UAOTTOINONS TOU. H ouAAOYyA OTOIXEIWv 
OXETIKA HE TA ETMBUUNTA ad Tou TrEAdTEG OMeAN TOU CRM utropei va 
eTTITEUXBEI YEOA ATTO OUCHATNON WE ONVWAVTIKOUG TreAdTEG KAI AvGAUON TWV 


AVAYKWV KAI TIPOTEPAIOTHTWV TOUS O€ DEWATA TTAPEXOUEVNS ESUTINPETNONG. 


3.3.8 EtmiAoyn ye8odou vAoTTOInONs 


H diayop@won evdcg OWoTOU oxXEdioU UAOTTIOINONS OuXva aTroTEAEi KABOPIOTIKNH 
TTAPGUETPO TNS ETIITUXIAG EvOG OUOTHYATOG CRM. H wé80d0c¢ uAoTTOInoONs 
UTTopei va TrepiAauBave! Eité TUNUATIKN, EiTé GuEON KAI OUVOAIKN UAOTTOINON TOU 
ouoThyaTos (big-bang approach). H_ etmiAoyfA tng yE8ddou UAOTTOInNONS OUuXva 
OXETICETAI KAI UE TO EUPOG AH AAAIWS TOV BABYS TroAUTTAOKOTNTAS HIAG EPAaPYOYNAS 
CRM. To didypauya 3.2 atreikoviZel Tov BaGUS KIVOUVOU TOU OUVOEETAI HE TOUG 


dIAPOPETIKOUG OUVOUGOUOUS VAOTTOINONS Kal EUPOUS TNS EPAPYOYNG. 
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Ywnadg Babpoc¢ 


TTOAUTTAOKOTNHTAS 
. . KataaAnan, 
MoAU UpnAdo UE TH OWOTH 
PIOKO dlaxeipion 
KIVOUVOU 
AyEon LTadiakh 
YAotTroinon YAotroinon 
(Big Bang Karana 
nan, Aogahnc¢ 
Approach) UE TN OWOTH aAAd apyh 
diaxeipion uAoTroinon 
KIVOUVOU 
XapnAds Babydc 
NoAuTrAOKOTNTAS 


Aidypappa 3.2: Babuds kivéuvou CUL@Wwva HE TH HEBOSO UAOTTOINONS Kal TO EUPOS TNS 
EPAPHOYNS 


TInyn: Bull, C., (2003), “Strategic Issues in Customer Relationship Management 


implementation”, Business Process Management Journal, Vol. 9 


H etmlxeipnon TIpeTTEl VA OUVEKTIUNOE! TA OMEAN KAI TOUG KIVOUVOUG TIOU 
OuvoeovtTal We KAGE eETTIAOYN TIPOKEINEVOU va ETTIAEgEI TNH YEBOSO Trou Ba THV 


OONYNHOE! OTHV ETTITUXH UAOTTOiINnNON Tou CRM. 


ZuvowiCovtasg Ta TrapaTrdavw, eEival ididitepa KpiOIUO yIa ThV ETTITUXIA TOU 
Customer Relationship Management va AnpOouv uTréwn ard Thv TrAEUpa TNS 
eTTIXElonons o1 TrOAAaTIAEG AAAAYES TrOU ETTIPEPE! N UAOTTOiINON TOU CRM o€ 
ETTITTIEOO OTOATNYIKNG, SiadiKaGIWV, TExvOAOYiac Kal KOUATOUPAG. To diaypayWa 


3.3 aTTEIKOVICE! TIC AAAAYEG AUTES KAI AVADEIKVUE! THV AAANAOOUOXETION TOUG. 
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ZTpaTnyIKh 
Tevikoi & 


E1d1koi 2TOxo! 


1. Lyxed1aopds 
Avamitugn diadikaciwv 
Trou UTTOOTNpICouV Th 
oTpatnyikr) CRM 


2. AVaoxedsiagyos 
Aladikaciwv 
Npoetoiyaoia Tou opyaviopou 


ae Eoappoyn TexvoAoyiac 


S J  Avartuen TexvoAoyiac Trou 
WOTE va UTIOdEXOEi VEEC uTrooTnpiZel TH VEa por Twv 
diadikaoiec wy diadikaociwv 
Av@8pwrtrol 


Opyav. doun, <—_———>/ 
KouAToupa, ! 
Aggéiotntes & 
Kivntpa 


4. Aéopeuon Xpnotwv * 
Ev@dppuvon kal exTraideuon 
XPNOTWV TIPOKEINEVOU va 
XPNOIpoTTOINGoOUV TO 
TANPOw. cUoTnUG CRM 


Aidypappa 3.3: H ox€on OTPATNYIKNGS, ETIXEIPNOIAKWV SiadikacIWV, AvVOpwWITWVv KAI 
TExvoAoyias yia Thv UAoTTOinon Tou CRM 
Mnyn: Peppers, D., Rogers, M., (2003), “Unlocking the value of your CRM initiative: the strategy 


plus technology dynamic”, www.1to1.com 


3.4 Eytrodia otnv etrituxia Tou CRM 


Napa ta tTroAAaTrAG O@EAN Trou Ula ETTIXEIONON YTTOPE: VA AVTANOE! ATIO Eva 
ovuoTnyua CRM, ol €peuves Pavepwvouv OTI EVA UWNAO TTODOOTO ETTIXEIDNOEWV 
Bewpsi ThV eTrévOuOH TOU o& CRM atrotuxnuévn. H atrotuxia oworTis 
uvAoTToinong evdcg ouoTHYaTOG CRM ogeiAetal ouvA8ws oe Eva CUVOUGOLO 
AavOaoUEVWV XEIPIOUWV, TTOU AVAMEPOVTA! KUPiWcG OE BEYATA OTPATNYIKN<, 


KOUATOUpPAS Kal UAOTTOINONS TOU EpYou. 
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Ta TIO ONUAVTIKG EUTTOOIA OTNV ETTITUXH EMAPYOYN EVOG OUOTHYATOG CRM 
OXETICOVTA! GUEOA WE TOUG TIPOAVAMEPBEVTEG TIAPAYOVTES ETTITUXIAG KAI 


OUOIQOTIKG TIPOKUTITOUV aTTO THV UN UIOVETNON Tous. [poOKEITal yia Ta AKOAOUEA: 


v Atrotuxia eu8uypaduuiong TNS oTpatnyiKknc CRM we Th eupttepn 
ETTIXEIPNOIAKN OTPATNYIKN. 

v_ “EAAEIWN UTTOOTAPIENS ATO TN SIOiKNON TOU OpyaviOyOU 

v AvutTrapgia OUVOAIKNS TIEAATOKEVTPIKNS PiAoDOgiac 

v EAArTNAs ektraideuon Eepyacouevwv Ws TmpOG TIC apxés Tou Customer 
Relationship Management kal Tn xpnon Tou véou AoyiouIKOU CRM 

v Atrotuxia fh TAPGAnWN TTPOGAPHOYNS TWV ETTIXEIPNOIOKWV SIGOIKACIWV 
OUUQWVA HE TIC TIPOTEPAIOTNTEG TrOU BETEI TO CRM. 

v AtroTuxia TPOCOPOPAG TIPODBETNS asiag oTOV TreAdTN WEOA aTIO TO 


ovotnua CRM 


Népa aro Ta TrapatTrdvw EyTTOdIa Ta oTTOia Eixav AvaAUOEI AVTIOTPOQWS WC 
TTAPAYOVTEG ETTITUXIAG OTNVY TIPONYOUUEVN EvOTNTA, KPiIVETAI OKOTTIUO va 
ECETAOOUUE AVAAUTIKOTEPA OPIOWEVOUG TIPOOBETOUG TAPaYOVTEG TOU 


EVOEXOUEVWG VO TIAPEUTTOOIOOUV THV ETTITUXIa TOU CRM. 


3.4.1 Ofsata TpCGTACIAS TPOOWTTIKWV SedouEVWv (Boulding, Staelin, Ehret, 


Johnston, 2005) 


H TIPOOTAGIA TWV TTPOOWTTIKWV OEOOUEVWV TWV TreAaTWV aTroTEAgi Eva BEA 
TTOU EYEIPE] OUXVEA AVTIOPGOEIC ATTO THV TTAEUPA TWV TTEAATWV HIOG ETTIXEIPNONS 


TOU epapydoZe1 OUOTQHUa CRM. H ouAAoyfh TrpoOWTTIKWV SESsOUEVWV TWV 
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TEAGTWV KOTO TN OIGOKEIA TWV GAANAETTIOPGOEWV HE THV ETTIXEIONON ThVv 
TpopodoTei YE TrAOUGIA TIANPOMdPNON, N OTTOIa TTOpEi AvVaY@IOBATNTA va 
OUUBGAAE! OTN BEATIWON TNS aTTOSOONS TNS. ZUXVd, WOTdOO, O TrEAdTNC Eival 
KAXUTIOTITOS WC TIPOS TOV TPOTIO AEIOTIOINONS TWV TIPOOWTTIKWV TOU OENO0UEVWV 
amo Thv etlxeipnon Kal uTTowIdceTal OT! Ba eEFaTraTNnOei A Ga evoyxAnGEi 
UEAAOVTIKG. ZAV ATTOTEAEOYA, TIPOOTIAVE! VA TIPOOTATEWE! TA TIPOOWTTIKA TOU 
OeOOUEVA A EVAAAGKTIKG TIAPEXE! OKOTTIUA SiaoTpEBAWHEVES TIANPO@OpiEs. H 


OTAON AUTH aTTOTEAEI EVA ONUAVTIKO EUTTOSOIO OTN OTPATNYIKN EVOG OPYAVIOYOU. 


H ouvepyaoia Kal n TreOCB8ULIAa TrapoyxyAS TTANPOMPOPIWV aTTO THvV TrAEUPa TOU 
TEAATN Eival E€QIPETIKA AVaYKAia yia THV ETTiTUXNYEVN UAOTIOinNon Tou CRM. 
Eival atrapaitnto Kd8E OpyavioyuOs va XTIDE! OXEDEIG EUTTIOTOOUVNS HE TOUG 
TTEAATEG TOU, TOVICOVTAG TO OE€PAOYO TIOU ETTIOEIKVUE] OTA TTPOOWTTIKA TOUG 
dedouEva Kal diaoMaAiJovtag OT! Ga agioTroInBoUV VOLIUWS KAI ATTOKAEIOTIKG 
EVTOG TNS ETTIXEIONONS. MlapaAAnAa Eival \d1idiTtEepAaA ONYAVTIKO N ETTIXEIODNON va 
TTAPEXE! EIOIKA OMEAN (TIPOOMOPEC, TIPOVOUIA, EKTITWOEIG K.A.) OTOUG TTEAATEG 
TOU TIPOTIDEVTAI VA YVWOTOTTOINOOUV TIPOOWTTIKG TOUG OTOIXEiIa. Me AUTO TOV 
TPOTTO N «<OUVEPYACIA» TOU TrEAATN HE THV ETTIXEIPNON Eival AuOIBaia EeTTWHEANS 


KI TTEPIOPICOVTA! OXETIKEG AVTIOPAOEIC. 


3.4.2 Taxeia YAoTroinon 


H taxeia uAotroinon evdocg ouotThnwatog CRM TrpoKkéluevou va TIpOKUWOUV GyuECa 
Ta BETIKG TOU ATTOTEAEOUATA KAI AOYW AVTAYWVIOTIKWYV TIIECEWV, OUXVE ATTOTEAEI 
uia AavOaouEevn eTtiAoyA aro Thv TrAEUPG TWV ETTIXEIOnNOEWV. H TrapaAAnANn 


EYKATGOTAON OAWV TWV OUOTATIKWV EvOG CRM étrwc data warehouse, ouvOeTa 
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avaAuTIKd yovTéAa Kal epyaAgia SIOiKNONS SIAMNUIOTIKWV EKOTPATEIWV OEV 
ATIOMEPE! OMEAN OTNV ETTIXEIONON, AAAG EyTTOSIZE! TOV OWOTO OUVTOVIOHO TWV 
OIAPOPETIKWV TUNUATWV TOU Kal OOnyEi OUXVd OE AEITOUPYIKG O@aAYaTa (Chung, 
Sherman, 2002). H otadiakr, vAoTroinon tou épyou yEéoa OTA TrAdiOIa EVdG 
TTANPOUG XPOVOTTPOYPGUUATOG OUVABWS TIPOTIUGTAI AVT’ AUTOU, TIPOKEINEVOU 
UTTAPEEl O DWOTOG OXEdIADUOG TOU OUOTHYATOSG TOU Oa TIPOOMEpPE! BETIKA 


UAKPOTIPOBEOUA OMEAN. 


3.4.3 AavOQo0UEVOSG OIKOVOUIKOG TIPOYPALATIOWOG 


Or AavOaouEveg TIPOBAEWEIG OYXETIKA UE TO QATIAITOUMEVO KOOTOG yIa THV 
uAoTroinon Tou CRM atroteAoUv éva AKO"G EUTTOOIO yia THV ETTITUXIAa TOU. TO 
OMdAya auTO o@geiAeTal O€ TTOAAOUG TrapayovTEes OTTWCG AAaVEQOuEVN EKTiUNON 
TOU KOOTOUG AVAOKXESIAOHOU TWV ETTIXEIPNOIAKWV SIASIKACIWV, TOU KOOTOUG 
EKTIAQIOEUONS TWV XPNOTWV OE UTTOEKTIUNON TOU TIPOOVETOU KOOTOUG TIOU 
TIPOKUTITE! ATTO OEYATA TOU AVAKUTITOUV KATA TNHV UVAOTTIOINON Tou Epyou 
(Corner, Hinton, 2002). O Aav@aoUEvocg OIKOVOUIKO6G TTPOYPALUATIOWOG TOU 
Epyou Eival SUVATOV VA TIPOKAAEOE! OUOAPEOKEIA ATTO THY TIAEUPG TNC SIOiKNONS 


Kal va KAQUOTEPNOE! TH SIadIKaGia UAOTTOINONG. 
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3.4.4 Eotiaon on SIAuUOPQwon IKAaVOTHTWV KAI OXI OTHV ATTOSOON TNS 


ETTEVOUONS 


ZE OPIOUEVEG TIEPITITWOEIC ATTOTUXNHEVNS UAOTTOINONS TOU CRM, Oi ETTIXEIDHOEIC 
OlaTrIOTWOAOV EK TWV UOTEPWV OT! EiXaV OWOE! UTTEPBOAIKH EUMAON OTN 
Onuloupyia agiac yia Tov TrEAGTNH, KWPIG WOTOOO Va EKTIUNOOUV THV Agia Trou Ba 
avtAouoav ol idleg ato AUT ThHV ETTEVOUON. Ol SUVATOTNTEG TOU TTAPEXE! TO 
CRM eivai idiaitepa EAKUOTIKEG, Eival WOTdOO aTrapaitnTo va Trponyeital pia 
TIPOOEKTIKN) AVAAUON KOOTOUG - WOEAEIAG, TIPOKEINEVOU va OlaTTIOTWOEI av N 


ETTEVOUON BA ATTOOWOE! OIKOVOUIKG OMEAN OTO HEAAOV. 


3.5 ZUUTTEPACHA 


To uWnAd TrooooTd aTroTuxiag TWwv ETrevoUOEWV CRM ogeiAetal o€ YIa OEIPa 
TTAPAYOVTWV OTTWC N EAAEIWN OTPATNYIKOU OXEDIAOYOU, TAKTIKNS A&ioAdynons 
TNS eTTevOUONG KAI TTEAATOKEVTPIKNG KOUATOUPAG aTIO Thv TIAEUPA TWV 
ETTIXEIDNOEWV. TO YOvTéEAO TOU CRM Scorecard atroteAei Eva TTOAU yprhoiuo 
EpyaAEio TOU OUUBGAAE! OTN SIAUOPQWON KOIVWV KATEUBUVOEWV SOOV APopa 
T) OTpaTNyIKH CRM, Ettikolvwvei TOUS KPiolI~OUG TrapayovTEs ETTITUXIAG O& CAN 
THV ETTIXEIONON KAI OUUBGAAE! OTNHV agIoAOynon TNs Ev AdyW ETTEVOUONS. KaBE 
ETIXEIMDNON TpeTrE! ETTIONnNG va AdBEl UTTOWN TNS OPIOUEVOUG KPiOIOUG 
TrapayoviTes etituxiac, AGAAG KOI OUXVad ENTTOOIA TOU OXETICOVTAI HE TNH 
oTpatnyikyh CRM, trpokeiuévou va diao@adioge! eEttitUXH OKXEdIAOUO Kal 


vAOTTOINON TNs. 
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KE®AAAIO 4 
O POAOZ THZ NOAYKANAAIKH2 OAOQKAHPOZHZ 
2TO CRM - ANANTY=H PHOIAKON KANAAION & E-CRM 


4.1 Eiloaywyn 


To Customer Relationship Management kUpio oTdxo €xé! TH SIaudpQwon, 
avaTiTugén Kal Ouvexh BEATIWON TWV OXEDEWV TOU OPYAVIOUOU HE ETTIAEYHEVEG 
Ouddesg treAaTWV. Kabwso o1 treAdteg eExOUV OTN dIGBEor TOUCG OAODEVA 
TIEPIOOOTEPEG ETTIAOVES KAVOAIWV ETTIKOIVWVIOG HE THV ETTIXEIPNON, N OTPATNYIKh 
CRM mtrpétrel va TrPOGAaPUOOTE!] KATGAANAG, WOTE va eETTITEUXBE! N BEATIOTN 
TIPOOEVYION Tou. Eival yeyovos OT! n TroIKiAia KaVaAIWV OnYIOUPYE! EFAIPETIKEG 
EUKAIPIES VIA TH OIEUPUVON, AAAG KOI THV EVOUVGEWON TWV OKXECEWV HE TIEAGTEG 
KOI OUUBGAAE! OTNV ETTITUXIA THG OTPATNYIKhAS CRM. Atro thv GAAN TrAEuUpG, 
ATIAITE] TIPOCEKTIKN OIOIKNON WOTE va aTToOMEUXPE!I GOKOTIN TTOAUTTAOKOTNTA KAI 
oTTaTAGAN TrOpwv. ldiaitepa OnyavTiKh Eival Ettiong yia TO CRM n trpdo@atn 
paydadid AVATITUGH TWV NAEKTPOVIKWV KAVAAIWV, TOU S1Iao@aAifouv EvEAIgia Kal 


XOUNAO KOOTOS OTN SIAUOPPWON OCKEDEWV HE TOUG TTEAATEG. 


Or evdotTntés TOU akoAoU8oUV avagépovTal OTNV oOTTOUdaIOTNTA TNC 
TOAUKAVOAIKHS OAOKANnPWONS (multi channel integration) w>¢ Trpog TH xapaen 
WIdG = ETTITUXNUEVNG }=oTpaTnyIKh¢ CRM kai ota fBhyata oyxEdiaqvuoU 
TTOAUKQVOAIKHS OTPATNYIKhHS. AKoAOUGEi AvdAUON TNS ETTIOpAGONS TOU ‘IvTEPVET 


KOI TWV WNQIAKWV KAVAAIWV OTN O1axEiplIon TIEAATEIAKWV OXEOEWV KAI TEAOG 
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yiveTal avag~opd otnv évvoia Tou e-CRM, otic AEilToupyigs TOU KAI OTA OMEAN 


TTOU TIADEXE! OTNV ETTIXEIONON. 


4.2 CRM kai TroAuKavaAiknh OAOKAnPwon 


H diadikaoia TOAUKAVaAIKhs OAOKANnpPWOoNs TrepIAauBaveE! TH AnNWwnN aTTopaoEewv 
OXETIKA WE TOV KATGAANAO OUVOUGOHO YEAWV KaVaAIWV (Channel participants) 
KQI ETTIAOYWV KAVOAIWV, UEOW TWV OTTOiwv Ba OUVTEAEOTE! N AAANAETTIONAON YE 
TouG TreAdTEec. KUplog OTOXOG TOU OPYavIOUOU Eivai va diaogaAioe! OT! KAOE 
QAAnAEeTridpaon Tou TreAdTH Trou TIpayYaTOTIONEiTAl UEOW KAGVE KaVaAIOU Eival 
OeTIKH Kal TIPOCOBETE! Agia. MlapaAAnAa, Baoikh ETMdOiWwEn Eeival n CAOKAnPWOoNn 
TWV OIOMOPETIKWV KAVOAIWV, WOTE Ta OEdOUEVaA TOU avTAOUVTaI va 
OUYXWVEUOVTOI KOI VA TIPOKUTITE! Ui EIKOVa TOU TTEAGTN YE EVOTTOINUEVA Ta 
OTOIXEIA ATO TA TrOIKiAA KAaVGAIA. ETTOWEVWS TA KUpIA BEATA TrOU OXETICOVTAI HE 
TNV TTOAUKAVOAIKh OAOKANPWON LTTOpOUV va SIaTUTTWAOUV WC AKOAOUBWGC: 

a) Mloia gival Ta KAAUTEpa KAVGAIA WOTE va EXE! FN ETTIXEIPNON TIPOOBaON OTOV 
TEAATN, OTTWS KAI O TIEAATNS TIPOOBAON OTNV ETTIXEIONON. 

8) Mws trpoodiopicetai Wia Gpiotn EvTTEIpia yia TOV TrEAGTN, N OTTOIA GuWC Eival 


EQIKTH ATO ATTOWN KOOTOUG. 


H TroAUKaVaAIKh, OAOKANPWON SiadpayariZe! 1iaitepa ONYAVTIKO POAO ya THV 
ETTITUXIA TOG OTpPATNYIKAS CRM, Ka8wco ouUBGAAE! TOOO oTN OUAAOCYH 
TIANPOMOPIWV TreAATWV aATTO TTOAAATIAG ONUEIA AAANAETTIOMPAONS, OOO KAI OTN 
OIAYOPQWON IAG AVWTEPNS EUTTEIDIAG yIa TOV TrEAGTN OE KAGE ETTAN YE TOV 


opyavioud. 
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4.2.1 EmAoyés KavaAiwv 


Ol eTTIAOVEG KAVAAIWV AVAPEPOVTA! OTA WEOA YE TA OTTOIA N ETTIXEIDNON (EMdDOV 
TwAgi aTreuBEiag OTOV KaTavaAWTN) fh Ol EvdiduEOO! AAANAETTIOPOUV WE TOUG 
TreAdTES. Ol ETTIAOVEG KAVGAIWV HTTOPOUV va OYASdOTTIOINBOUV OTIC AKOAOUBEC 
KaTnyopiec (Payne, Frow, 2004): 

e ExktrpdowtTrol TWANOEWV 

e YtTroKaTaoThYaTa 

e TndAEguvikd KévTpo 

e Direct Marketing 

e HAektpoviko Eytropio 

e M-Commerce (kivnth tnAe@uwvia, atrootoAh SMS, WAP uTInpEoies 


KIVNTWV TpITNS YEvIdc) 


Ta KavadAia auTd pTTOpoUv va aTroTUTTWEOUV TIdvW O& EVA OUVEXEG TIOU 
AVAPEPETA! OTHV ETTIKOIVWVIA UE TOV TTEAGTH, WE AKPA TOU aTTO TN ia TrAEUPAG 
THV KOTA TIPOCOWTIO ETTIKOIVWVIAG, OTTWCG OTNV TIEPiTTTWON TNS ETTAaMNS HE 
EKTTPOOWTIO TIWANOEWV KAI ATTO ThV GAAN TNV EIKOVIKN ETTIKOIVWViC, TTOU 
ETTITUYXAVETA! WEOW TOU NAEKTPOVIKOU EYTTOpIOU KAI TOU m-cOmmerce. H 
TOIKIAIA GUTH TWV ETTIAOYWV KAaVaAIWV ONYIOUPYE! EFAIPETIKEG EUKAIPIEG yIa Th 
dleUPUVON KOI EVOUVOUWON TWV OXEOEWV WE TOUG TEAGTEG, UTTO TNHV 
TpOUTTOBEON OT! N OIOiKNON TWv KavaAIWV yYivETaI HWE TPOTTO ETTITUXN KAI 
aTrodoTiko. Ettimpdo8eta, idiaitepa ONUAVTIKO yia THV ETTITUXia TOU CRM éivai va 
UTTAPXE] GUEON KAI AEIOTTIOTH, AYPIdpoun EtIKOIVWViAa Kal GAAANAETTIOpAON 


AVGUEOCA OE TTEAGTN KAI ETTIXEIONON. 
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4.2.2 DUvOUAOUOS KavaAIwv 


H etiAoyfh Twv KavaAlwv Trou 8a ypNnoIyOTTOInGoUV KAI TOU OUVOUGGLOU TOUG 
(XPOVIKr OTIVUN KOI TUAYATA TrEAATWV) OxXETICETAI UE TN DIABECIUOTHTA KAVAAIWV 
OOO KAI HE TN OXEON KAI TH OUVAMEIA TOUG HE TV ETTIXEipnon. ATrapaitntn 
TIPOUTTOBEON aTroTEAOUV N TIANENS KATAVONON TNS MUONS, TNS AElTOUpPYiac, Twv 


TTAEOVEKTNUATWV, AAAG KAI TWV TTEPIOPIOUWV KAGE KAVAAIOU. 


Eival oagés OTI O OUVOUGOLOS TWV KAVOAIWV Trou Eival TIEPIODOTEPO KATGAANAA 
yla Thv TreAaTEIakKH BaON Kal TN OOUN TNS ETTIXxEIDNONS 9a TrapexXE! TA KAAUTEPA 
OuvaTa atroTeAéoyaTa. Ididitgpa ONYAvTIKO POAO ETTiIOnSG SIadpayatide! ny 
EKTIUNON TWV IKAVOTNTWV TNS ETTIXEIONONS KAI TWV AVAYKWV KAI TWV TITPOOTITIKWV 
TWV TreAaTWV. Ol AVaYKEG TWV TreAATWV TroIKiAoUV avdAOYa HE THV KaTNYyOpia 
OTNV oOTTOia AUTO] AvrKOUV Ka! avdAoya HE TO Eid0G TOU TIPOIOVTOG. ZE 
TIEPITITWOEIG AYOPWV business to customer n agioAdynon Kal ETTIAOy KaVaAIWv 
eival TOAU TrIPave va Eival aTTA. TIC ayopec business to business, woTdoo, 
OTTOU OUXVa  OlaxEipion AoyapIagUWwV eival TrEepiTTAOKN, 9a UTTdPYXE! Ciyoupa 
avdadykn yla tro AETTOWEPH AgIoAdyNON Kal UIOBETNON YEYAAUTEPOU EUPOUG 


KAVAAIWV. 


4.2.3 H avatitugn Twv NAEKTPOVIKWV KAVAGAIWV 


H Trpdo Paty avaTITUEN TWV NAEKTPOVIKWV KAVAAIWV Eival AEIOOnUEIwWTN Kal EXE! 
diadpayatiog! ONUaVTIKO POAO OTNV BPEATIWON TNS ATTOSOONS TOU CRM. Ka8we 
TA KOOTN O€ TIAPADOOIAKG KAVGAIG, OTTWS O! TIWANOEIC, OIAPKWS AUEAVOVTAI, O1 


opyaviouoi S€xovTal AQugavouEvN TrigONn YETAKivNONS OE NAEKTPOVIKA KAVGAIA 
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TIPOKEIMEVOU VO HEIWOOUV TO KOOTOG TOUG. OAODEVA TIEPIODOTEPO! TIEAATEG, TOOO 
otic business to business 600 kal oTi¢c business to customer ayopéc, 
ECOIKEIWVOVTAI HWE TO OUOTNUA TNS AUTOEEUTINPETNONS Kal TO ETTIAEyOUV, KABWC 
ETMITPETTIE! THV TrapayyEAia TIPOIOVTWV, THY avaChATNON TrAnpO@opiwv KAI THV 
eTiAuOn TIPOBANUGTWV aTTO TO XYWPO TOUG KQI OTN XPOVIKN OTIy"N TrOU 
emlQ@uyouv (Hughes, 2004). Auto eival egiktO yéoa ald éva oUuvdoudouO 
TIPOOWTIOTIOINUEVWV IOTOOEAIOWV KOI KEVTPWV ETTIKOIVWVIAG KOI OUU@WVa YE 


EPEUVEG OUUBGAAE! OUDIGOTIKA OTHV AUENHEVN IKAVOTIOINON Twv TrEAATUWV. 


Ta tTrapaTrdvw ogéAn WoTdoo Sev UTTAYOPEUOUV OTI OAEG O! ETTIXEIDNOEIG Ba 
TIPETTE] VA UIOBETHOOUV HOVTEAG TIANPOUG AUTOEEUTINPETNONG. ZTIC BIOUNKAVIKEG 
QYOPEG VIA TTAPGOEIYUA, ONUAVTIKEG ETTAMEG HE TIEAGTEG TIPAYUATOTTOIOUVTAI 
KUpiWwGg O€ OIATTPOOWTTIKO ETTiTTEOO KA! TO NAEKTPOVIKO KAVGAI TrpCOpiCETal 
Kupiwg ylad emapéc Kal GAANAETTIOPAaCEIG pouTivac. H trpayyatotroinon 
ouvaAAaywv xaUNnAns agiag Kal TrOAUTTAOKOTNTAG HEOW TWV NAEKTPOVIKWV 
KAVOAIWV ETTITDETTE! THV KAAUTENN SIaxEipIon GAAWV TTOPWV, OTTWS O KPOVOG TWV 
account managers. TO NAEKTPOVIKO KaVvGAI Eival KUPIWCG OUUTTANOWHATIKO OTIC 


BlounxaviKEes ayopss Ka! aTroTEAEi UOVO Eva OTOIXEIO TOU HEIYUATOG KAVOAIWV. 


H etxeipnon eivai OwoTo va TrIpCoTTAVE! VA HEIWOE! TO KOOTOS TNS YEOW TNC 
agloTIOInaNns TOU NAEKTPOVIKOU KAaVaAIOU EPooov Eival BEBalo STI SE WEIWVETAI N 
TTAPEXOUEVN ACia TIPOG TOV TrEAGTN OAV ATIOTEAEOUA TNS EloayWYNhS TOU vEoU 
KavaAiou. H xphon Ttwv nAEKTpOVIKWV KAVOAIWV Oa TIPETTE! VO AVTINETWTTICETAI 
Oav EVA TIPOOVETO EDO TIPOKEINEVOU OXI HOVO VA AUENPOUV O! TIWANOEIC Kal TA 


KEpOn, AAAG KAI va ETTITEUXBEI UWNAOTEPN IKAVOTTOINON TWv TIEAATWV. 
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4.3 NoAuKavaAIkh oTpaTnyikKh (multi-channel strategy) 


4.3.1.Opiloyoc 


H OAOKANPWHEVN TTOAUKAVAAIK OTPATNYIKH AVAPEPETAI OTHV TIANPH agsiotTroinon 
TOU EUPOUG TWV EUTIOPIKA BIWOIUWV KAVGAIWV HE OTOXO THV ECUTTNPETNON TWv 
TeAaTwv (Payne, Frow, 2004). Ol emixeipnoeic TpPOOTTABOUV va GUAAEEOUV OAEG 
TI¢ OuvaTES TIANPOMOPIES VIA TOUG TTEAAGTEG HYEOA ATTO TA DIAMOPETIKG KAVGAIC KAI 
va TI¢ SIOXETEUOOUV O€ UIA Evidia Baon. Zav atroTéAeoua, Eival SuvaTy 
AVAYVWPION TIPONYOULEVWV AAANAETTIOPGOEWV HE TOV TrEAGTN, AvEEAGOTHTA aro 
TO KAVGAI OTO OTTOIO AUTEG SIEgnXONnoav Kal nH xENHON TNS TANPOMdPNONS auTNS 


UE OTOXO TN PEATIWON TNS EUTTEIDIAG TOU TTAPEXETAI OTOV TIEAGTN. 


4.3.2 O pdAO¢G TNS TTOAUKAVaAIKhS OTPATNYIKNS 


H TTOAUKQVOAIK OTPATHYIKH Eival SuvAaTOV va TIPOOMEpPE! TIOAAATIAG OMEAN OTNV 
eTTIXEIMPNON. ZUUMwva YE EPEUVES, N UIOBETHON TTOAUKAVAAIKHS OTPATNYIKHS 
QUEAVEI TO TODS TrOU SIAVETE! O TIEAATNS via ayop~és (Share of wallet), KaBWs via 
Trapddelyya, emiAeye! va trAonynGei oTNv tloTooEAiOa Trplv va ETTIOKEMOE! TO 


KATAOTNUG KAI ETOWEVWWG EXE! EPOEI OE ETTAMH YE TA TIPOIOVTA (Tuominen, 2004). 


Etrimpoo8eta, Xadpn OTNV TTOAUKAVOAIKH OTPATNYIKH, N ETTIXEIOPNON Seixvel va 
OEBETAI TIEPIODOTEPO TIG TTPOOWTTIKEG TIPOTIUNOEIG KAVAAIWV TWV TTEAATWV KAI 
OavV ATIOTEAEOUA, VIVETAI TTEDIOOOTEMO EAKUOTIKH, AMOU AVTATTIOKPIVETAI OTIC 
lOIGiTEPES ETTIBUUIEG KAI TADEIG TOUG. Ka8ws 0 avTayWVIOUOS yiveTal OAOEVa THO 


ofUc, N EefUTINPETQNON TWV TIEAATWV WHETOTPETTETAI ATTO PBAOIKO OTOIXEIO 
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dIAPOPOTTOINONS OE OTOIXEIWON TIPOUTTOBEON AVTAYWVIOYOU. H TrEAATOKEVTPIKN 
KOUATOUpa SEV avTINETWTTICE! TH SUVATOTHTA ETTIAOYWV ATTO ThV TTAEUPa TOU 
TEAGTH Oav Eva TIPOVOUIO, GAAG OG SiKGiwWwa KAI yl GUTO TOU TIAPEXE! THV 
EUKAIPIA KYENOINOTTOINONS TOU KAVAAIOU TNS TrPOTINONS TOU. AKOUG, ETTIOEIKVUE! 
osBaouO oTNV etTTIBUUIA TOU TTEAGTN va O€XETAI UNVUYATA ATTO THV ETTIXEIPNON, 
TTOU OXETICOVTAI HE EIOOTTOINOEISC, AVAKOIVWOEIG TIPOOMOPWV, EPEUVES AYOPAGC 


K.d. 


4.3.3 H eutreipia Tou TEAGTN OTA TTOAAATTAG KavaAia 


H €uTreipia TOU TIEAGTN WS TIPOG TNV TTOAUKAVGAIKr, OAOKANPWON SEKIVE HE TIC 
OPAOTNPIOTNTEG ETTIKOIVWVIAG TTOU aTIOTEAOUV WUEPOG TNS OTPATNYIKNHS 
TIPOOEAKUONS TEAATWV TNS ETTIXEIOPNONS KAI OUVvEXiCETA YEOA aTTO OAEC TIC 
eTTaKOAou8EG ~=pYOpMec AAANAETTIOpAGONS. H TPOOEAKUON TWV_ TrEAATWV 
TIPAYUATOTIONEITAl YEO ATTO Eva OUVOUGOUO KAVAGAIWV KAI HEOWV, OTTWS 4 
diagnyion, to direct mail, o1 TOOWONTIKES EVEPYEIEG TTWANOEWV, SNYOOIES 
OXEOEIC KATT. KBE OPYAVIOUOS 8a TIPETTE! VA SIAOMAAIOE! OTI UTTAPXE! OUVETTEIA 
AVAGUEOCA OTA UNVUUOTO TOU ETTIKOIVWVOUVTA! ATTO TA SIAMOpETIKa KaVGAIA. KaGE 
avTipaon A YN OUU@wvid TwWV UNnvUUdTwWV Eival SuvaTOV va OdNYNOE! OE 
OUYXUON TOV TIEAGTN OXETIKG HE TA OMEAN TIOU TOU TTAPEXE! N ETTIXEIMPNON KAI va 


BAGWE! THV EIKOVG TNC. 


Ta OTTOUOAIOTEPA ONHEIA yid THV ETTITEUEN AVTAYWVIOTIKOU TTAEOVEKTNUATOS Eival 
EKEIVA TA ONUEIA OTA OIAMOPETIKG KAVGAIA OTTOU O TIEAATNS AAANAETTIONG YE THV 
emixeiopnon. H OuvodAiknh epTreipia tou atroKOUicel Oo treAdTnS eival eva 


OUVOVOUAEUHC TWV ETTINEMOUG ENTTEIDIWV TTOU EiXE OTA SIAMOPETIKA KAVAaAIA, 
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OTTWSG O XEIPIOUOG TNS THAEMWVIKHS TOU KANONS IPOS THV ETTIXEiONON, Nn 
QTTOTEAEOUATIKOTNTA + KAI mM TAXUTNTA ETTEfEPyYAaTDIAG IAG NAEKTPOVIKNHC 
Trapayyediac, 0 ETTAaYYEAWATIOWOS TNS OlaxEiplons TTapATTOVWV A EPWTNHOEWV, N 


OUUTTEPIPOPA KAI N AVTATTOKPION TOU EKTTPOOWTTIOU TTWANOEWV. 


LTIG TEPITTTWOEIG OTTOU N ENTTEIDIA TOU TrEAGTN Eival KAaTWTEPN ATO ThVv 
TIPOOOOKWHEVN, N ATTOyOnTEUON Ba EKONAWOE!I WE TrapaTrova A aTTOoUdKPUVON 
atTo THV ETTIXEIONON. ElOIKOTEPA, AV TO TIPOBANUA Sev ETrIAUGE! Gueoa Kal O€ GAN 
TOU TNV EKTAON, TOTE UTTAPXE! O KiVOUVOG SUOMNWIONS TNS ETTIXEINNONS. AvTiPeta, 
KG9E EUTTEIDIA TOU OUVAVTG KAI KUPiWC UTTEPBaivE! TIC TIPOOSOKiEG TOU TrEAdTN, 
divel WONON OTN PAN TNS ETTIXEIPNONS Kai EVOUVOUWVE! TH OXEON TNS HE TOV 


TEAGTN. 


4.3.4 Alaguopqwon NoAuKavaAikhs ZTPATHYIKNS 


Ta BAyata yia tH xadpagy wlacg TrOAUKAVOAIKNS OTPATNYIKNSG TOU TIAPEXE! 
FEXWPIOTH EUTTIEIPIA VIA TOV TTEAGTN Eival Ta aKOAOUGa (Payne, Frow, 2004): 
1. Mpoodiopiouog TWV OTPATNYIKWVY OTOXWV TNS TIOAUKAVOAIKHG 
oAOKANPWONS 
2. Katavonon TWVv aAvayKWV, TWV EVOIAMEPOVTWV KAI THG asiag TWv 
OIAPOPETIKWV TUNUATWV TNS ayopac 
3. ZTEATNYIKH BEweNonN Ths Souns Tou KAGSOU Kal TWV ETTIAOYWV KAVAAIWV 
4. Evtottioyds Twv aAAaywv otic ouvn8Eles xerons KAavaAIWwv 
5. OewpeNnon Twv OTOIXEiWV KOOTOUG vid KAGE KAVaAI 
6. Alayopqgwon CAOKANPWHEVNS TTOAUKAVOAIKNS OTPATNYIKHS 


AvaAuTIKOTEpa, Ta BHYWATA ExOUV WC EENG: 
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4.3.4.1 [IpOddIOpIO"6s TwWV OTPATNYIKWV OTOXWV TNS TTOAUKAVQAIKh¢ 


OAOKAHPWONS 


To OnuEiO EKKivNoNs yia TH SIAUOPQWwon TNS TTOAUKAVAAIKNS OTPATHYIKNS Eival O 
KABOpPIOWOG TWV KUPIWV OTPATNYIKWV OTOXWV. O EUPUTEPOG OTOXOG TNS 
TTOAUKQVOAIKhHS OAOKANPWONS Eival Nn Trapoxn PEATIWNEVNS ETIEIPIAG OTOV 
TEAATH TOU OONyEi O€ UWNAG ETTiTTESa IKAaVOTTOINONS Kal O€ AUENON TWANnCEWV 
Kal KepOwv. H Ettixeionon TIpeTTE! VA OPIOE! KAI OUYKEKPINEVOUG OTPATNYIKOUG 
OTOXOUG TOU Va AVTAVAaKAOUV TN OTPATNYIKH CRM kai Th Siadikacia Snuioupyiac 
agiac yia Tov TreAaTN. 
EvO€ikTIKd, AVAMEPOVTA! OPIOVEVO! OTOXO! TOU UTTOPE! va BEOE! Ula ETTIXEIONON 
VIO THV TTOAUKAVOAIKA TNS OTPATNYIKNS. 

e BeAtiwon TNS EUTTEIDIAG TrEAATWV 

e BeAdtiwon TNs avatitugns Ecddwv 

e Meéiwon Agitoupyikwv Efodwv 

e A€lOTTOINON OTO HEYIOTO TWV TTOPWV KAI SEEIOTATWV TNS ETTIXEIPNONS 
DTN OUVEXEIA, O| TAPATTAVW OTOXO! BA HETAPPAOTOUV OE TTIO OUYKEKPINEVOUG, 


OUUQWVO HE TIG AYOPES OTOXO. 


4.3.4.2 KaTtavonon Twv avayKWV, TwV EVOIAPEPOVTWV Kal TNS agiacg Twv 


OIAMOPETIKWV TUNUATWV TNS AyOPaG 


Ol avayKkec, o1 emmOupigg Kal Ta EvdIapEPOVTA TWV TreAATWV Oa TIPETTE! va 


QTTOTEAOUV TOV TIPWTAPXIKO TTAPAYOVTA OTO OYEdIAOUO TWwv KavaAiwv. H 


AETITOUEPHSG TIEACTEIAKN TUNUATOTTIOINON OUUBGAAE! OTNV AvayVvWPION TWV TTIO 
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ONUQVTIKWV avayKWV O€ KAGE TUNA. ZE OPIOUEVES TIEPITITTWOEIC IdICITEDA 
XPNHOlUN Eival KAI NH TUNYATOTTOINON TWv TreAaTWV YE BAON Thv Agia TOUS yIa THY 


eTTIXEIMNON. 


4.3.4.3 STpaTNyIKH PEwWENON TNS OOUNS TOU KAdOou kal Twv ETTIAOYWV KavaAIwv 


To oTddio auTd trepiAauBdavel Tn BEWENON Twv EvaAAACKTIKWV ETTIAOYWV 
KAVOAIWV TTOU XPNOINOTTOIOUVTA! TOOO aTTO TNHV ETTIXEIONON, OOO KAI ATIO TOV 
avTayWVvIOHO. MapdaAAnAa, avagéepetal Kal OTNV EfeTAON HS THBAVdTNTAG 
OOuIKWV GAAaYWV OTOV KAGOO, TOU UTTOpEi va OUVTEAEOTE] HE TN YOPONH 
ATTOOIAUEDOAGBNONS (disintermediation) Kal ETTAVADIAUECOAGBNONS 
(reintermediation) kal Trou Oa EeTTnNpEGOOUV TN xphON EVAAACKTIKWV KAVAAIWV. 
Eival 101aitg€pa ONYaVTIKO YyIA THV ETTIXEIONON va TIPOOMEPE! EVA OUVOAO 
KAVOAIWV TTOU EiVAl KATGAANAO YIC TIC TIOIKIAEG AVAYKEG TWV TIEAATWV OTOXO KAI 


TTOU TOUG TIAPEXE! TIPOOTIBEUEVN Asia. 


4.3.4.4 Evromrioudog twv aAAaywv oTi¢ ouvhOEles KONONS KAVAAIWV 


Mpoodiopifovtag thy tTrapovoda ypnon KavaAlwv Kal TIPOBAETTIOVTAC TIC 
UEAAOVTIKEG GAAGYES TNS, N ETMXEIPNON UTTOpEi va SieuUKOAUVOE! OTNV EKTIUNON 
TOU WUEIVYUOTOG KavaAlwy trou 8a ypNOIUOTOInoE!. Etimpoo8eta, pia 


ETTIOKOTINON TIAAGIOTEPWV TADEWV WC TIPOS TN XENON KavaAIWwv Eival xpnolyN. 


H €kTIUNON TwWv HEAAOVTIKWV TACEWV TIpETTE! Va AGBEI UTTOWN TNS TO TIPOMIA TWV 
TUNNATWV TIEAATWV TNS ETTIXEIDNONS KAI TIG OUVNBEIEG TOUG WS TIPOG Ta KaVaAIa. 


NapaAAnaAa, TIPETTE! VA EKTIUNVE! N OXETIKH ONUACIA SIAMOPETIKWV KAVAAIWV OTA 
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OIAPOPETIKA OTADIA THG OXEONS HE TOUG TrEAATEG. YTTOOTNPICETAI STI TO ‘IvTEPVET 
KAI TO NAEKTPOVIKO TAXxUOPOUEIO Ba OUVvEXiCoUV va EFEAiOOOVTAI OE OADEVA TTIO 
ONUOMIAN KavaAla ETTAa@Ns YE TOUG TEAGTEG, EvwW GAAG KavdAla 8a avattTUXBOUV 


UE TTOAU KANAOTEpOUG PUBYOUS A akOud Kal 8a TrapOUGIGOOUV TITWON. 


4.3.4.5 OEWENON TWV OTOIXEiWV KOOTOUG yia KAGE KAaVaAl 


Ta KOoTN OUVaAAGYyAS SIAPOPOTTOIOUVTA! ONUAVTIKG Ava KAVGAI Kal yl’ AUTO TO 
AdyO oUuXvVad atroTeAOUV TO KUPIOTEDO ONUEIO EOTIAONG OE TIEPITITWOEIC 
KaB0pIONOU iyYaTOG KavaAIWV. 2E OPIOUEVOUG KAGOOUG TO KOOTOG EVOG 
KavaAiou geival SuvaTov va atroTeAEi TO 40% A 50% TNs TIunS TOU TTANPWVE! O 
TEAGTNG KOI ETTOUEVWC Eival AOYIKO N eETTIxEipNON va avacntd EuKaIpiEs yia 
UEiwon TOU KOOTOUG. Ol EVOAAGKTIKEG ETTIAOYEG KAVOAIWV EXOUV ONHAVTIKES 


dIAMOPES ATTO ATTOWN KOOTOUG OUVaAAAaYNC, KOOTOUG avaTITUgNns Kal xeNnons. 


H augnuévn Taon Twv ETTIXEINNOEWV va ETTIAEYOUV TO KAVGAI TOU AlddIKTUOU Eival 
AVAHEVOUEVN, AOYW TOU KAUNAOU KOOTOUG OUVAAAGYWV TTOU AUTO OUVETTAYETAI. 
Map’ OAa auTd, svw Ta KOOTN OUVaAAayWV O€ Eva KAVGAI Eival ONUAVTIKG, n 
ETTIXEIDNON TIPETTE! VA OIEMDEUVNAOE! KAI GAA OIKOVOUIKG OTOIXEIA TTOU OXETICOVTAI 
We THV ETTIAOYH KavaAIwyv. Ta xayuNnAd KOoTN OUVaAAGYWV TOU aMOPOUV ThVv 
TWANON OTO AIddikTUO TIPETTE! VA OUVEKTIUNBOUV YE GAAG BEYATA, OTTWC TO 
UGPKETIVYK, N avaTITUgN loTOOEAiOac, nN ECUTTINPETHON TrapayyeAlwv Kal GAAa 
KOOTH. NapdaAAnAa, oUUgwva YE WIA YEAETH TNS McKinsey & Co Ta oTolxEia 
KOOTOUG TTOU OXETICOVTAI HE THV TTWANON OTO ‘IVTEPVET TTOIKIAOUV ONUAVTIKGO 
avdAoya ye TOV KAddO Kal ETTOUEVWCG TO AlddikTUO Sev atroTeAgi TO TTAEOV 


KATGAANAO KaVvaAl yIa OAEG TIC ETTIXEIDNOEIC. 
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4.3.4.6 Alayoppwon oAoKAnopwyEevns TrOAUKAVaAIKhs OTPATNYIKHS 


H etmiAoyn TNS TOAUKAVGAIKHS OTPATNYIKhS BaoiCeTal KUPiWG OTNV EeTIOBUUNTH 
EUTTEIDIA YIA TA OIAMOpETIKaA TUnYATA TrEAATWV, OTNHV TrOAUTTAOKOTNTA TOU 
KavaAiou Kd! OTO KOOTOG TOU. TO KEpPdOG TNC ETMIXEIDNONS Sia@poporTroieitai 
ONUAVTIKG OUUMwWva HE TA OTOIXEIA KOOTOUG KOBE KAVAAIOU KAI TO OXETIKO 
Ba6yo xpnons evaAAakKTIKWV KaVOAIWV aTroO Ta THNHYATA TwWv TreAaTWV. H 
KATAVONON TWV SIAPOPETIKWV TrEPIBWPIWV KEPSOUG TIOU TIPOKUTITE! ATTO TA 
OIAMOPETIKA TUNYATA TrEAATWV KAI Nn avdAoyn TrpOCapYOYN TNS OTPATNYIKNHS 


eival AVaYKAIA yid THY ETTITUXNHEVN OIOiKNON KAVAAIWV. 


H avatttugn ylag OAOKANPWHEVNS TTOAUKGVOAIKHS OTPATNYIKHS ETTIOIWKE! TOUG 
akOAOUBO0UG KUPIOUG OTOXOUG: 
1. LUVETTEIA TWV UNVUNATWV TTOU OTEAVE! N ETTIXEIDNON TIPOG TOUG TTEAATEG 
TNS HEC ATTO Ta OIAMOPETIKG KaVGAIA 
2. OYOIOUOP~iIa WS TIPOG TNHV ENTTEIDIA TTOU BlwWVOUV OI TIEAGTEG OTA 
diapopeTika KavGAIaA OTaV OUVaAAGOOOVTA! fh AAANAETTIOPOUV HE THV 
ETTIXEIONON 
3. AlaogaAion OT! KAGE ETTIKOIVWVIA KOI UTINPECIA TTOU TTAPEXETAI OTOUG 
TIEAATEG EiVAl OWOTA OUVTOVIOHEVN, TIPOOAPUOOHEVNA OUUMWVA HE TICG 
IOIDITEPES ETTIBULIEG TOUG KOI EVNUEMPWHEVN HE TIC TIPONYOULEVES ETTADEG 
TOU TEAATN YE THV ETTIXEIONON. 


4. Meylototroinon tng atrodoons EtrevOuons Oe KAGE KAVA! 


H OXEéTIKH TOAUTTAOKOTNHTA TWV AAANAETTIOPGOEWV TrOU OONYOUV OTHV TIWANON 


KAI TO KOOTOS TOU KGOE KAVAAIOU TIPETTE! VA EEETAOTOUV ISIAITEPWC. 


91 


To ypa@nua 4.1 TAapeXe!l WIA ATTEIKOVION AUTWV KAI AVAMEPETAI OTOV TOYEA 


business to business. 


Kootoc NwAnons 


Ege1dikeupévn 
Avon 


Desk 


Based 
Account 
NoAuTrAOKOTNTA Manager — 


NwAnonsg 
Xapnan Yynan 


Tele- 
marketing 


Tutrotroinuévo 
Npoidv 


Aidypappa 4.1: EvoAAakTikd KavaAia We BaON TO KOOTOS Kal THV TrOAUTTAOKOTNTAa 
TWANONS 
Mnyn: Payne, A. Frow, P., (2004) “The role of multichannel integration in customer relationship 


management”, Indusirial Marketing Management, 33, 527-538 


Or evaAAaKTiKég ettiAoyég KaVOAIWV TIOU aTTEIKOVICOVTaI OTO TrAapATTAVW 
Ypagnyua ExOUV OIAMOPETIKG TTAEOVEKTHYOTA KOI YWEIOVEKTHYATA. H etmixeionon 
TIPETTE] VA AVAAUOE! KAGE OTOIXEIO THG AAANAETTIOPAONS HE TOV TrEAATN, WOTE va 
diaopaAiog! OT! yXENoloTTOIsi TO KaTGAANAO KavadAl yi THV EKGOTOTE 
Opaotnpiotnta. Evw To KAVGAI THS TIPOOWTIO UE TIPOOWTIO ETTIKOIVWVIAG TOU 
XPNOIVOTTOIEiTAI OTO account management €xEIl UWNAD KOOTOG, Eival aTrapaiTnTo 


épya UWNANS TOAUTTAOKOTNTOS KAI VIA TUNMATA ONUAVTIKWV TIEAATUV. 
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AtrO Thv GAAnN TrAgupG, Nn ETTIXEionon Eival OKOTTIUO va yEIploTEi EPYA TTOU 
TIPOOPICOVTAaI YIA TOUG id1IOUG, ONYAVTIKOUG TrEAdTECG, AAA Trou TTAapOUGIGCOUV 
MyoTepn TroAUTTAOKOTNTA, WEOA aTrO GAAG, KXaUNAOTEPOU KOOTOUG KavdAla. H 
desk based diayeipion Aoyapiaguwv 8a Trpétrel va avaTiPeTal O€ TTOAU ELITTEIDA 
OTEAEXN TIWANOEWVY TOU EXOUV TNHV EUXEPEIA GYEONSG TIPOOBAONS kal 
agioTroinons TAnpogopiwv treAaTWv, Evw To telemarketing trpoTEivetal va 
TIPOOPICETAI KUPIWS YIA TTWANOEIG POUTIVaS (TT.x. ETTAVAANTITIKES) KAI ETTIAUON 
EPWTNUATWV. MapaAAnAa, TO IvTEPVET KAI TA NAEKTPOVIKG KAVGAIA TTAPEXOUV Th 
OUVATOTHTA YIA TIPOOWTTOTTOINUEVN GUTOESUTINPETHON UWNAOU ETTITTESOU. 
QotTooo, nN avatiTugn auToU TOU KavaAIOU EfapTaTAl ATIO TO OYXEdIAOYO 


TIOIOTIKWV IOTOOEAIOWV, ATTO THV EKTTAIOEUON KAI THV UIOBETNON TWv TTEAATWV. 


H KOTAVONON TWV TIPOTIUNOEWV KAVAAIWV TWV TIEAATWV, TWV OESOUEVWV THC 
ONUEPIVAS xPNONs Tous Kal TwWv TrBAVWV YEAAOVTIKWV GAAaYWV AAA Kal Nn 
AVTIOTABUION UE TA OXETIKA KOOTH OONYOUV OTN SIAUOPQWON TNS TTOAUKAVAAIKHS 


OTPATNYIKNS. 


4.4 To Ivtepvet kai n Alaxeipion tTreAatTelaKkKWwv ZxECEWV 


4.4.1 E&€éAiEn Tou Ivtepvet 


To lvtepvet dlcidduoe SUVAUIKG O€ CAO TOV KOOUO Thv TeAEUTAIA SEKAaETIA TOU 
EIKOOTOU AlWva Kal GAAGEE YE TTOAU yphYOpOUG PUBYOUS Ta OEdouEVa OTNV 
ETTIXEIDNOIAKNH TIPAYYATIKOTHTA. AAAAEE TIC KATAVAAWTIKEG OUVNPEIEG, OTTWC KAI 
TOV TPOTTO AYOPWV TWV ETTIXEIDNOEWV, OUVEBAAE OTNHV avadiaquOpQwon TWwv 


OXEOEWV OTNV EMOdIAOTIKH AAUOIOG, ETINPEAOE TIC KXPNOINOTTOIOUUEVEG 
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uEB8d5ouC TIPOBOAN<s, KABWS KAI TOV TPOTTO EEUTINPETNONS Twv TrEAATWV (Benoy, 
Cook, Javalgi, 2001). To nAeKktTpoviké euTrOpIO Biwoe Ia TTOAU ONUAVvTIKh Kpion 
Kata To 2001, YE THV KATAKOPUGN TITWON TWV HETOXWV TTOAAWV NAEKTPOVIKWV 
eTIXelonoewv. lap’ OAad auTd, TO NAEKTPOVIKO EUTTOPIO Ta TEeAEUTAGIA ETH 
AVATITUOOETAI KAI TIGA! KAI O OYKOG TWV OUVOAIKWV OUVAAAGYWV TrAaPOUOCIACE! 


OUVEXN Avooo. 


4.4.2 To Internet oav Eva KAIVOTOUIKO HEOO VIA THV AVATITUEN OXEDEWV HE TOUG 


TTEAATEG 


Katd ta TéAeuTaia xpdovid, TOV APXIKO MORO KAI THV KAXUTTOWIA OYXETIKA HE THV 
eTidpaon Tou internet OTIC TIEAATEIOKEG OYXEOEIG SIASEXTNKE O EVBOUDIAOLOG, 
AdYW TWV SUVATOTHATWV HEIWONS TOU KOOTOUG EfUTTINPETNONS KAI OUOMIENS TWV 


OXEOEWV HE TOUG TIEAATEG TTOU TO VEO AUTO HEDO TIPOOMEPEL. 


APXIKd, OI ETTIXEIDHOEIS TIOTEWAV OTI TO IvTEpvET BA OONYOUGE CE OUUTTIEON TWV 
TIEPIBWPIWV KEPOOUG KAI O€ ONUAVTIKH HEIWON TNS TOTOTNTAG, APoU dive! OTOV 
TEAATH TH SuvaToTnTAa avacATnons troAAaTTAWV EVOAACKTIKWV KOI EUKOANG 
ovuyKpiong Tivwv. TlapoAad autTd, oO! EeuUKaIpig¢ WEIWONG TOU KOOTOUG 
eCUTINPETNONS TrEAATWV AAAG KAI OUOMIENS TWV TIEAATEIAKWV OXEDEWV, HEOW 
TOU OIGAOYOU KAI TWV EFATOHIKEULEVWV UTINPEOIWV, ETTIOKIGCOUV Ta TOaAva GAAG 
TrpoBANnYaTa. AciCe1 BEBaIa va OnYEIWOEi OT! TA OMEAN AUTA TOU ‘IVTEPVET WC 
TIPOG TIG OXEOEIG HE TOUG TIEAATEG TIPOKUTITOUV KUPIWG OTIC ETTIXEIDNOEIG TTOU 


Sn SiaGETouv TEAATOKEVTPIKH KOUATOUPA Kal EPAaPEOCoUV OUOTHYA CRM. 
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4.4.3 Tpitttuxo SEOUEUON — EUTTIOTOOUVN — IKavoTTOiInoN: BaoIKO SOUuIKO 


OUOTATIKO TOU CRM 


2UUPwvd YE TA ATIOTEAEOUATA EPEUVWV TNS KOIVWVIKNS WuXOAOCYias, TO 
TpiltTUxO SEOWEVON — EUTTIOTOOUVN - IKAVOTTOINON ATTOTEAE! TO KUPIO SOLIKO 
OUOTOTIKO TNS SIAUOPPWwoNs OKXEGEWV YE TrIEAATEG. Ol TPEIG AUTEG EvvOlEG OTA 
TIAGIOIA TWV OXEOEWV ETTIXEIONONS — TEAATN OpiCovTal Wes EENhc (Bauer, Grether, 


Leach): 


H Agégopeuon ota trAdioia ThHG OXEONS TrEAdTN-ETIIXEi{pNONns OPIJETAaI WC Nn 
emTlOUNia yia THY avaTTUgn lag oTaBEpnG OXEONS Kal Nn TrPOBULIA yia 
BpaxuTTpPOBEGOUG OUUBIBAOYOUS TIPOKEINEVOU va SlaTNENOE! AUTH N OKXEON. 
Xapn OTN SEOUEUON, TIEAATNS KAI ETTIXEIDNON OUUWETEXOUV EVEPYA OTNV KOIVH 
Anwn atropdoewv Kal avtaAAayn TAnpo@opiwv. H EeuKaIpiIaKh OUUTTEpIPOPAa 


TWV TTEAATWV HEIWVETO! KATOAUTIKG. 


H E€UTMIOTOOUVN AVAPEPETAI OTNV IKaVOTNTA aAglOTIOTNG TIPOBAEWNS TWVv 
EVEPYEIWV TOU OUVEPYATN (TrEAATN / ETTIXEIPNONS), KABWS KAI OTN SIGO@AAION TNS 
TreTIOIONONS OT! O OUVEpYaTNS SE Ba OUUTTEPIPEPBEI WE EUKAIPIAKO TOOTTO OTAV 
Tou O00Ei n SuvaToTNTa, GAAG Oa EveEpyEi TIAVTOTE TIPOG OMEAOG TNS OKXEONG. 
ATTOTEAEGUG TNS UTTAPENS EUTTIOTOOUVNGS Eival nN OTAVEPOTNTA Kal N APYOVIA OTN 


OXEON HE TO OUVEPYATN. 


H 1KavoTroinon, Ws TO TPiITO SOLIKO OUOTAOTIKO THG OXEONS TrEAGTN KAI 
eTTIXEIONONS oOpiceTal Wo oO BabwOCG OTOV oOTTOIO Ta TrAapEeXOUEVA OMEAN 
IKAVOTTOIOUV f UTTEPBaivouUV TIG OXETIKEG TIPOOOOKiEG. H IKavoTroinon Eival 


ETTOUEVWG TO aTOoTEAEOWa IAG SIddIKaCiAaG agloAOyNnoONs. OTIwo ouxvd 
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AVAMEPETAI, N ETTITEUEN IKAVOTTOINONS aTIO THV TrAEUEAG TOU TrEAATN Eival SuVaTH 
UOVO O€ TIEPITITWOEIG ONUAVTIKNS BETIKHS ATTOKAIONS TNS EfUTTINPETHONS fH TOU 
TIPOIOVTOG ATTO TIC TIPODOOKIES TOU TIEAGTN. 2’ AUTEG TIC TIEPITITWOEIG N OXEON HE 
THV eTTIXeiOnoNn EVOUVOYWVETAI, TTEPIOPICETAI N EUKAIPIAKN OUUTTEMIPOPA KAI 


QUEAVETAI N OIAMNYION atTo OTOUA OE OTOUA. 


4.4.4 Ta xapaktTnplotiKd TOU IvTEpVvET KAI N ETTIOPAON TOUG OTN SEOUEUON, THY 


EUTIOTOOUVN KAI THV IKAVOTIOINON OTIC OXEOEIG WE TOUG TIEAGTEG 


Kata ta teAeutaia 10 yxpovia, n e€éAlgq Tou AladikTuUou ntTav paydaia kal 
ETINPEAOE ONUAVTIKA TOOO TOV TPOTTO AEITOUPYIAG TWV ETTIXEIDMOEWV OOO KAI TIC 
QYOPAOTIKEG OUVAPEIEG TWV KaTavaAWwTwv. To World Wide Web (WWW) To 
oTroio aTroTeAgi TO ONUAVTIKOTEPO TUNG TOU internet TrapoUCIdZE! Ta akKOAOUBAa 
KUPIA XKAPAKTNPIOTIKG: 

v AlapKhs SiaGEoiwoTHTa TANPOMoPIWV 

v AUEeon HETAPOPG TrANPOMOpPiac 

v Atadpaotikdétnta (Interactivity) 

v ATroooTikh UETAMPOPAG TIANPOMOPIWV 

v E€atouikeuon 


v AvuVaTOTNTA OIKOVOUIKWV CUVaAAaYWV 


2TN OUVEXEIA AKOAOUPE! WIA OUVTOUN AVGAUON TWV TTAPATTAVW KAPAKTNPIOTIKWV 
KI THG OUUBOANS TOUG OTO xTIOINO TrEAATWV, HEOA ATTO ThV ava~opda OTN 
OUvoOEOn TOUS HE TIC Evvoleg THG OEOUEUONS, TNS ENTTIOTOOUVNSG Ka! TNS 


IKAaVOTTOINONS Tou TreAGTn (Bauer, Grether, Leach): 
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AiapKns dSiaGeommotTnta TANPO@MopPiWv. KdGe TANPOMoOpia Trou ATTOONKEVETAI 
oTo WWW untropei va avaktnOei ava trdoa oTiyyun, amré Kd8E Trepioyxh Tou 
KOOYOU OTTOU UTTdpXE! TIPOOBAON oTO AladikTuo. H uwnANn dSiaGeoiudTnTa 
TIANpPO@opiWv EXE! VETIKA ETTIOPAON TOOO OTNV EUTTIOTOOUVN TOU TIEAGTN OOOV 
apopa TN OXEON HE TNV ETTIXEIONON, OOO KAI OTN OEOuEUON. Map’ GAa auTa OE 


QaivEeTal va ETTIOPA OTO ETTITTESO IKAVOTTOINONS TOU. 


AYEON HETAPOPG TrANPO@oOpias: H eEttikolvwvia avGpWTWV KAI OPyAavVIOUWV 
ViveTal GUEOA, AVEEAPTNTA ATTO TNH YEWYPAGIKH TOUS AaTTOOTAON. Xden oTnv 
WNMiakh MUON TNC, nN TrANpO*opia Eival SuvaTO va YETAPEPBEI EVvTOG OAiyWV 
OEUTEPOAETITWV OE OAO TOV KOOHO. TO XAPAKTNPIOTIKO GUTO Tou internet WE BaoNn 
TIG EPEUVEG OE PAVNKE va ETINPEGCE! OE ONUAVTIKO BABYS Tn SEOUEUON, THV 


EUTTIOTOOUVN KAI THV IKAVOTTOINON Twv TrEAATWV. 


Aiadpaotikotnta (Interactivity): H avadytnon trAnpo@~opiwv oto Aladiktuo 
eival SOUVAUIKA KAI SIAUOPQWvETa! CUUPWVA HE TIC ETTIUEPOUG ETTIAOYEG TOU 
xpnotn. Ta atroteAgouata trou AauBavel Oo yprnotns YETAaBAGAAOVTA! OUU@Wva 
UE TIC EVTOAES KAI TIC ETTIAOYES TIOU O id10G BETEI. H SuVaTOTNTA SIGdpaons Trou 
TTAPEXE! TO internet GUEdvEI TN SOEOUEUON KAI THV IKAaVOTTOINON TOU TrEAdTN, OTAV 


Onuloupyei via GEeTiKy EvTrEipia. 


AtroooTikh WETAMOPa TrAnpoMopiwv: TléEpa aTd THV avav—éwon TWV 
dIGVECIUWV TIANPOMOPIWV OE OTTOIDONTTOTE XpPOVvIKA OTIYUN KAI YE KYaUNAd 
KOOTOG, TO AlddikTUO TIPOOMEPE! KAI TNH SuvaTOTNTA xphons TrOAUEOWV. M’ 
QUTO TOV TPOTTO N TTAPOUDIAON TIPOIOVTWV KAI UTINPEDIWV Eival SOuvaTOV va 


EUTTAOUTIOTE] WE EIKOVA KAI HXO. H atrodoTiKh YETAPOPA TIANPOMOPIWV Eival 


97 


OuvaTov va augnoel TH OE€OWEVON TrOU aloOdveTal Oo TrEAATNSG TIpOG THV 
eTmIXEeipnon, KABWS N EUKOAN TIPOOBAON OTNV TIAnPOMOpia Bon8d Tov TreAdTh 
VO YVWPIOE! TIEPIOOOTEPO THv ETTIXEIONON Kal va BoEOEi TIO KOVTG TNG. ATTO ThV 
GAAn trAeupd, NM OUUBOAN TOU OUYKEKPINEVOU YXQPAKTNPIOTIKOU OTNV 


IKAVOTTOINON Tou TrEAATN SEv KPivETal ISIGiTEPA ONUAVTIKN. 


Egatoyikeuon: H diddpaotikotTnTa TOU TIApexXeTA! GE TIPAYYATIKO \YpoOvo 
ETTITPETTE! THV EEATOMIKEUON TNS ETTIKOIVWWViAG. H EuTTEIpIA KAI Nn EfUTTINPETHON TOU 
Xpnotn PEATIWVOVTA! ONUaVTIKG yxGON OTNV TrApPOX! ECEIDIKEULEVWV, COUVAQWV 
Kal OUYXPOVWV TIANPO*OpPIwv. NapaAAnAa, divetal n OuvaToTHTa SIauoPQwons 
ECATOMIKEUMEVWV TIPOIOVTWV KAI UTINPEOIWV, CUUPWVA HE TIC TIPOTIUNOEIG TOU 
XPNnOTN. Zav aTroTEAEOUA, BPEATIWVETAI N ECUTTINPETHNON TOU TIEAGTN KAI AUEAVETAI 
nN IKavoTroinon trou aio@avetal, evw TTAPGAANAG EvIOXUETAI N SEOWEUON TOU 


QIo@avETAl yia THY ETTIXEINNON. 


AuvaToTnta O1KOVOIKWV oUuvaAAaywv: To WWW mtrapé€yel Tn Suvatétnta 
TTAPAYYEAIWV TIPOIOVTWV KAI UTINPECIWV KAI EKTEAEONS TrANPWHWV. Méxpl 
ONnUEPA, N AOMAAEIA TWV OUVaAAAaYyWwV SEV Eival TANPWS EYYUNUEVN, GAAG EXE! 
OUVTEAEOTE] ONUAVTIKN, TIPOODOG WS TIPOG THY TIPOOTAGIA TNS. LE EVA ONUAVTIKO 
aplOuo TEpITTTWOEWY EXE! TAPATNENVE! OT!1 N OUVATOTNTA EVAAACKTIKOU TEOTTOU 


ayopwv BEATIWVE! THV IKaVOTTOInNOn Trou alio@dvetal Oo TrEAGTHSG ato Thv 


ETTIXEIDNON. 
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To didypauya 4.2 atreikoviCe! TN OXEON TWV XKAPAKTNPIOTIKWV TOU IVTEPVET HE TN 


CRM otpanyikn. 


Aiapkis SiaGeoiwdotnTa TAnpO@oPIWV 
AUEON HETAMOPEA TIANPOgopPiac 
AladpaotikoTnTa 
ATTOooTIKh HETAPOPA TIANPOMOPIWV 

E€atouikeuon 
AuvatoTnta OIKOVOUIKWY OUvaAAaYWV 


Aidypaypa 4.2: NAdioio avapopds yia Tig OXEGEIS HE TTEAGTES UEOW IVTEPVET 


Minyn: Bauer, H., Grether, M., & Leach, M. “Customer Relations through the internet” 
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4.4.5 MAEOveKTHAYATA TOU TIPOOMEPOUV TA WNOIAKG KavaAla OTN SiaxEipion 


TTEAATEIAKWV OXECEWV 


Ta WNgiakd KAaVGAIA TIPOOMEPOUV ONNAVTIKES EUKAIPIES YIA THV UAOTTOINON TNS 
otpaTnyikng CRM. Ka8we o1 treAdteg eti@uyoUv OAO Kal TIEPIODOTEPO va 
AQAANAETTIOPOUV HE THV ETTIXEIONON YEOA aTrO TrOAAaTIAG KavdAia Kal va EXxOUV 
Wiad KOIVA EuTTEIpia O& COAG auUTd, Eival ONYAVTIKO yia THV ETTIXEIpNON va 
EMAPHOCE! WIA TIOAUKAVOAIKN OTPATNYIKN WE ETTITUXIA KAI va aégloTrolgi Ta 
TTAEOVEKTHUATA TWV OIAMOPETIKWV KAVAAIWV VIA TH SIAUOPQWON YAKPOYXPOVIWV 


OXEOEWV HE TOUG TIEACTEG. 


4.4.5.1 Katavonon treAatwv 


Ta Wngiakd KAVGAIA TTAPEXOUV OTIC ETTIXEIPNOEIG TIOAU ONUAVTIKEG EUKAIPIES va 
KATAVONOOUV TIC AVAYKEG TWV TrEAATWV TOUG. Ka8W>s Nn TunuaToTToinon yE Baon 
TA ONUOYPAGIKG KAPAKTNPIOTIKG viveTal OADEVA AIVOTEPO XPHOIUN OTN OUYKXPOVN 
ETTOXN, O! ETTIXEIDNOEIC ETTIAEYOUV Va OIAaxWPICOUV OE TUNUATA TOUG TTEAGTEG TOUG 
UE KPITHPIO TIG AvVayKEG TOUG. Ta WNMIakd KavdAld TTAapEXOUV OTNV ETTIXEIDNON 
TTOAU KQAN OTITIKA TWV AvaYKWV TWVv TrEAaTWV, BONBWVTAG TIG UE AUTOV TOV 
TOOTIO va OYXEdIGOOUV KATGAANAG TNHV EUTTEIPia TrOU TOUS TrapexXOUV. Ta 


TTAapdoElyya: 


a) AvdAuon xpnotwv: n aAAnAddpaon tou xpnotn HE TI¢ TANPOMOPiIEs TOU 
AauBavel oTo Alddiktuo, Sivel IKAVOTTOINTIKES TIANnPOMOpPiEG OYXETIKA YE TA 


EVOIAMEPOVTA KAI TIC TIPOTIUNOEIC TOU KAGE xPNOTN. 
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B) AgioAdynon ioTtooEeAidacg: n avadntnon OUYKEKpINEvVWVY OpWV OTNV 
lOoTOOEAION TNS ETTIXEIONONS TPOModoTE! THV ETTIXEIONON WE TIANPOMdOPNON 
OXETIKA HE TA KUPIA EVOIAMEPOVTA TWV KPNOTWV, KABWC KAI HE TIC TANPOMOpPiEcG 
TOU OUOKOAEUOVTAI va EVTOTTIOOUV OTNV IOTOOEAION FM UE TIC AVAYKEG TOUS TTOU 


OEV IKAVOTIOIOUVTAI. 


y) Napoxh TrAnpo@opiwv péow mail: H atootoAn mail atraitei AiyoTEpo 
KOOTOG KQI XPOVO ATTO UIA KAQOIKN ETTIOTOAN KOI ETTOMEVWS EiVAI TIO EUKOAO yIa 
TNV ETTIXEIpNON va dexOEi avatpoModdtnon (feedback) até TouG TrEAAGTES TNS 


YEO ATO Ta Whgiaka KavaAia. 


5) “Epeuva ayopds: H ouyyetoxn péow Alddiktuou eival EUKOAN atrAn, 
TIPOOMEPE! GUEON AVATPOMOSOTNON ato Tov TrEAGTH KAI aTraITei ONYAVTIKG 


UIKDOTEPEG ETTEVOUOEIC ATTO THV ETTIXEIONON. 


4.4.5.2 E€oikKOVOUNON KOOTOUG 


a) Egutrnpétnon treAatwv: To ovuoTNYG aUTOEEUTINPETNONS TOU EMAapPLOCETAI 
YEOW TWV WNQIGKWV KAVAAIWV OUUBGAAE! IdIGiTEpA OTHV EFOIKOVOUNON KOOTOUG 
Kd! OTN BEATIWON TwWV TTEDIBWPIWV KEPdOUG, KABWCS HEIWVOVTAI OI ATTAITIOEIG OF 
TIPOOWTIKO EfUTTINPETHONS. Ol TIEAGTEG EFOIKEIWVOVTGI HE TH dIddIKACiA 
diaxeipliong TOU TIPOMIA TOUS, OUUTTANPWVOUV YOVO! TOUG TA ATIAITOULEVa 
OTOIXEIA TOU CNTOUVTGI TAKTIKG ATO THV ETTIXEIPNON KAI WE TOV TPOTTO AUTO 


UEIWVOVTA! ONMAVTIKG TA OIOIKNTIKA KOOTN TNC. 
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B) Avatrtugn véwv TrpoidvTwv 1 uTINpEOIWv: O1 OUyXPOVES SUVATOTNTES TTOU 
TTAPEXOUV TA WNOIaKa KaVGAIA WS TIPOG TOV EVTOTTIOUO KAI THV avdAuoN 
OEdOUEVWV, KABWS KAI N OUVATOTNTA diEEAyWYNG OTOXEUNEVWV OIAMNUIOTIKWV 
EKOTPATEIWV OIVOUV THV EUKAIPIA OTIC ETTIXEIDNOEIG VA EKTTOVIOOUV SOKINGOTIKEG 
EPEUVES YIA VEA TIPOIOVTA Ka UTINPECIES. MIO OUYKEKPINEVG, N ETTIXEIONON 
UTTOPE! VA OIEMDEUVAOE! TH YVWHUN TWV KATAVAAWTWV, ATTOOTEAAOVTAG OTOKEUUEVA 
OIAMNWIOTIKA UnvuUyaTa EOW AlddiKTUOU, TIPOBGAAOVTAS VvEéa h UTTO avdTITUgH 
TIPOIOVTA TIPOKEINEVOU VO EFETAOE! THV AVTATIOKPION KAI THY ATTOWN TOUG. Zav 
QTIOTEAEOUA, EVTOTTICOVTAI EYKAINWS KAI TIPIV YiVOUV ONUAVTIKEG ETTEVOUOCEIC 
TIBavad OMdAyaTAa | VEES IDEEG KAI SIGOMAAICETAI OTI TO VEO TIPOIOV TIAPEYE! 


TIPOOTIBEUEVN ASia OTOV TrEAATN. 


y) Epeuva ayopds: H ouutTrAnpwon epwtnyatoAoyiwv YEow ‘IvTEpveT UTTOpEi 
VO TIPOOMEPE! OTNV ETTIXEIDNON CE GUVTOUO xpoOviKO SIGOTNHYA KAI YE KAUNAS 
KOOTOG TrAOUOIa TrAnNPO@dENON. Nap’ 6Aa auTd, N TPOOWTTIKH OUVEVTEUEN 
OUVNOWS TIAPEXE! WEYAAUTEPNH TTANOWPA KAI UWNADTEPN AKpiPEIA TTANPOMOPIWV 


KOI ETTOMEVWWG OEV KPIVETAI N TANPNS AVTIKATGOTAOH TNs até Thy On-line Epeuva. 


4.5 E-CRM 


4.5.1 Opioudéc e-CRM 


To Electronic Customer Relationship Management, rf aAAlwsc e-CRM, atroteAi 
THY Whgiakh EKSoon Tou CRM kal avaTiTuOOETA! OUUTTANMWHATIKG TNS YEVIKNS 
otpatnyiKns CRM (Scullin, 2004). To e-CRM atroteAgi To atTroTéAeoya TNS 


evoTTOinons Tou TrapadooiakoU CRM kai Twv e~apyoywv e-business. Napd to 
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yeyovos OTI Nn avdtrTUgN Tou e-CRM o@eiAetal o€ yEyGAO Bay oTo Internet, o 
OUYKEKPINEVOG OpOS TrepiAGuBavE! KAI TIPOOBETA KAVGAIG ETTIKOIVWVIAG, OTTWC 
NAEKTPOVIKO TAXUOPOLEIO, NAEKTPOVIKH OUVOUIAia, SiadIKTUAaKH TNHAEOuvia, 
TNAEMwvoO, fax K.ATT. BaoIkKdG OT6XOG TOU e-CRM Eival n evoTroinon auTWwv Twv 
OIdOTTAPTWV KAVOAIWV ETTIKOIVWVIAG, KABWCG KOI TWV OUOOWPEUUEVWV 


TIANPOMOPIWV TOU UTTAPXOUV YUPW aTTd auTa. 


To e-CRM atroteAsi Eva oTTOUdaio EpyaAsio diaxEiplong TwWv OXEOEWV TNS 
ETAIDIAG KAI TWV TTEAATWV TNC, TTAPEXOVTAS OTHV ETTIXEIPNON TH OuVaTOTNTA via 
TIPOOWTTIKN ETTIKOIVWVIA UE TOUG TIEAGTES KAI OULBGAAOVTOG LW’ AUTO TOV TPOTTO 
OTN SIAUOP@WON IAG OAOKANPWHEVNS EIKOVa TNS TrEAATEIAKNS BdONs. Xapn oN 
Xenon Twv KaTGAAnAWV on line TexvoAoyIwv €ETTITUYXGVE] TNHV KOAUTEPN 
KaTavonon TOU TIPOgiIA KAI TWV avayKWV TOU TreAdTN Ka! KaBOdnyEi Thv 
ETTIXEIPNON WS TIPOG TH SIAUOPMWON TIPOTAONS TrwANONS IPOS TOV TrEAdTN. 
2TOXOSG Kal TOU e-CRM eival n BEATiwon TNS OUVOAIKHS TIPOOMOPAaS TIPOG TOV 
TEAATN, N OIATAPNON TWV ONUAVTIKWV KAI KEDDOMOPWV TrEAATWV KAI N Evioxuon 


TWV AVAAUTIKWV IKAVOTATWV TNC ETTIXEIPNONG. 


4.5.2 Aeitoupyies e-CRM 


To e-CRM trepisauBdvel tnv vAoTroinon YEOW WNgiaKWv KaVvaAIWV TWVv 
KAGOIKWVY EM~apyoyWwv Tou Customer Relationship Management, dotrw>¢ ol 
akdAou8Ec (Ettithdeioc, 2002): 
v ZuAAoyH TAnpo@opiwv treAatwv: Kataypagn wia tAn8weac 
OTOIXEIWV TTOU APOPOUV TOUG TIEAATEG KAI OXETICOVTAI HE TO IOTOPIKO 


QYOPWV TOUG, OTTWCG KAI ONUOYPAGIKWV XAPAKTNPIOTIKWV, OTOXEUOVTAG 
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OTNV agioTTOInNon TTHG TAnpoPdpnons auTns yia TH PEATIWON TWVv 


TTAPEXOUEVWV TIPOIOVTWV KAI UTINPEDIWV. 


ZTOXEVON TreAATWv: EvToTTIOY"OS TrEAATWV HE ETTIBUUNTO TIPOMIA, TTOU 
eugavigCouv uWwNAeés TriOaVdTNTES eETTAavVaAGUBAaVOUEVWV ayOopWV Kal 


augnons Uwous ayopwv. 


MetTaTpotrn TWV ETTIOKETTTWV Of AYOpaOTES: MlapaKoAOUBNnON TWwv 
IOTOOEAIOWV + TIOU ETTIOKETITETAI O yenoTng tPavd yia Adyous 
TANPOMOPNONS, OTTWS yIa TrTAapddElyya loTODEAIOEG YIA OUYKEKPINEVN 
NAEKTPOVIKN, OUOKEUN, AtgiIoAdynNON TOU yXpPOVOU TIOU AMIEMWVE! KAI 


ATTOOTOAN AVTIOTOIXWV TIPOOMOPWV. 


AvdAuon treAatwv: AgioAoynon TNs HaKpoTTpo8EOUNS agiac Tou TreAaTN 
yia Thv ettixeipnon (life-time value), yEoa attd Tov UTTOAOYIOUO TWv 
AVAVEVOHEVWV EOOOWV ATTO AUTOV OTN SIGPKEIA CWS TOU. 2UUMWwva HE 
THV AgIoAOyNON auTH H ETMIXEIPNON TPODOIOpICE!l TO UWOS TWV TTOPWV TTOU 
EiVAl OKOTTIUO VA AMIEPWOE! OTOV TIEAGTN AVAMOPIKG YE THV EFUTINPETNON, 


TIC TIPOWONTIKEG EVEPYEIEG KAI TN OUVOAIKN TIPOOMOPA TIPOG AUTOV. 


AiathApnon = treAatwv: Slapoxyn EefeldIKEUUEVWV §=TIPOIOVTWV KAI 
UTINDEOIWV OUUMWVA HE TO TIPOMIA TWV TreAaTWVY KAQWC Kal 
ECATOUIKEUON TNS ETTIKOIVWVIAG TTOU OUUBGAAE! OTNV TIPOO MOP EUTTEIPIAG 


AVWTEPNG TTOIOTNTAG KAI ETTITEUENS UWNAOU ETTITTESOU IKAVOTTOINONG. 


ZuvepyatikO MapketivyK: Zuvepyaoia WE TA OUOTHYATA (fh Ta SeSouEVA) 
CRM dGAAwv UN avTayWwvioTIKWV ETAIPEIWVY Kal ayopd nf avtaAAayh 


OESOUEVUWV. 
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Vv 


Vv 


Viral Marketing: Agiotroinon tng texvoAoyiag FTAF (Forward-to-a- 
Friend) n otroia divel of KOBE TIEAGTN TH SUVaTOTNTA va oTEIAE! YEXP! KAI 
oe 20 gikoug Tou Eva TIPOOWTTIKO e-mail, EKOEIGCOVTAaG Ta TIPCIOVTA 
KaTroInS ETTIXEIMNONS. Xdpn o€ OuoTHYaTa FTAF ula etaipeia pTropEi va 
YVWPICEI TTOIO! TEAGTESG TNS THY DIAMNYICoUV TTEPIODOTEMO OE TPITOUG KAI 


VO TOUG AVTAHEIWE! AVGAOYA. 


AvdAuon EKOTPATEIWV KOI TTPOWBNTIKWV EVEPYEIWV: NMapaKkoAou8non 
Kal AEIOAGYNON TNS AVTATTOKPIONS TWV TTEAATWV OTIC TIPOOMOPES TTOU TOU 
OTGA8nKAaV aTIO TNHV ETIXEIPNON, TOOO ETTiTTEsO TIPAYYATOTTIOINONS 
ayopwv, OOO Kal o€ eTriTTEéd0 aTTANnS EKONnAWONS EVOIAMEPOVTOG HE 


avachntnon TPOOVETWV TTANPOMOPIWV. 


4.5.3 To e-mail wc epyadcio e-CRM 


TO NAEKTPOVIKO TAXUSPOLEIO aTToTEAEi EVA OUVALIKO TOOTTO ETTIKOIVWVIAG TTOU 
ETTITPETTE! OTNV ETTIXEIDNON va EAGEI ATTEUBEIAG OE ETTAMN UE TO XPNOTN, Kwpic va 
TIEPINEVE! TTOTE BQ ETTIOKEMTEI O id1I0G THV ETTIXEIPNON. OAOEVA TIEPIODOTEPEG 
ETTIXEIDNOEIG OTPEMOVTAI OTNV ATTOOTOAN Mail TOOO KAI TTAAAIOTEPOUG OOO KAI OE 
OUVNTIKOUG TIEAGTEG TIPOKEIUEVOU VO EVNUEPWOOUV YIA TA TIPOIOVTA | TIC 
UTINDECIEG TOUG. MlapadeiyyaTa TNS xENoIWOTTOInNONS Tou mail yia TIPODEYYION 


KOI EVNUEPWON TrEAaTWv Eival Ta TapaKdTw (Bradshaw, Brash, 2001): 


Newsletters: HAeKTpovikd TrEpiodiKd TOU ATTOOTEAAOVTA! OE TAKTA XPOVIKG 


OIAOTHUATA OTOUG yXPNOTEG TrapexovTag la TrAEidda trAnpo~opiwyv. H 
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ETTIXEIDNON OTOXO EXE! TNV TIPOBOAN TNS ETAIPIKHS TNS EIKOVAG, TWV TIPOIOVTWV 
TWV UTINPEOIWV TNS, KABWS KAI TWV ATTOWEWV THC, GAAG Kal TH SiaTHAPNHON TNS 


TAKTIKNS ETTAMNS TOU KXPNOTN HE THV ETTIXEIONON. 


Precision Marketing: H apyikr agiotroinon tou email yia dia@npioTIKOUG 
OKOTIOUG OTNPIXTNKE OTO Spamming Kal OTN YACIKN ATTOOTOAN SIAPNYIOTIKWV 
UNVvUuaTWv. QoTd00, N XAaUNAN aTrdd0on aUTWV TWV YEBOOWV TIPOBOANS AAAG 
KdI N EVTOVA AUMIOBNATNHON ard Thv TTAEUPG TWV KPNOTWV YIO TH VOUIUOTNTG TOUG 
OdnyNnoe OTO permission marketing, 6TOU UNVUYATA aTTOOTEAAOVTAV HOvO OF 
Ooous Eixav OWOE!I TN OUYKATABEON ToUG. O xaUNAOG BAaBY"Os avtaTroKpions Kal 
TNS WEBdSoOU aUTHS OSNhyNOE OTO precision marketing To oTTOiO ETTIKEVTPWVETAI 
OTOUG XPNOTES Trou Eival SiaTEBEINEVO! TOOO va aTTOdEXGOUV TO SIAMNUIOTIKO 


mail 600 kal va avtatroKpiGbouv B8ETIKa OTNV TIPOOMOPA TNC ETTIXEiMONONG. 


Response Management: AuToyaTn aTrooTOAN atravTntikwv e-mail étreita atrd 
OUYKEKPINEVEG EPWTNOEIC Mf KIVAOEIGC TOU xpnoTn. EvodeikTiKd avagépovtal n 
emTiBeBaiwon ANnWwn¢g TOU UNnvU"aTOG TOU TIEAGTNH, N ATTOOTOAN KWOIKWV 
TrapaKOAOUONONS TIPOBANHWATOSG A ElOIKWVY KWOIKWV yIG TNHV EYYPAMH OE 


loTOOEAION TIC ETTIXEIONONG. 


4.5.4 MAeovekTAYaTa Tou e-CRM yia tnv ettixeipnon 


AvEnuévn ikavotroinon Kal TIOTOTNHTA TrEeAATWV 


To e-CRM Tpogodotei thv etmixeinnon YE TrAOUOIA OTOIXEia OXETIKA YE TNHV Agia 


KaI THV KEpdogopia Twv TrEAATWV, SivovTas UW’ AUTO TOV TPdOTTO TN SuUVaTOTNTA 
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KATOAANANS KOTaVOUNnS TWV TTOPWV TNS OTNV TreAQTEIaKh THC Bdon. Lav 
QTTOTEAEONA, N ETTIXEIDNON YvWwPICEl OE TrOIOUG TIEAGTEG TIPETTE! VA OWOE! 
lOIGiTEOPN EUMPAON KAI SIAUOPOwveE! TO EtritrEdO EEUTTINPETNONS KAI TO OUVOAO TNC 
TPOOMoPas THs avaAdyws. M’ auTd Tov TPdTIO Siao@aAiCEeTAal AvWTEPO ETTITTESO 
IKAVOTTOINONS Twv TreAaTWV UWNANS ONYaOCIAS KAI ETTITUYXAVOVTG! ONYAVTIKG 


ETTITIEOA TIOTOTNTAG. 


AUEnuEVN ATTOTEAEOUATIKOTNTO EVEPYEIWV HOPKETIVYK 


H AETITOUEPHS TIANPOMSPNON AVAPOPIKA UE TIC TIPOTIUNOEIG KAI TIC TADEIG TWV 
TreAaTWV Bon8a Thv Ettixeionon va TIPOBAEWE! YE ETTITUXIA TA YAPAKTNPIOTIKA 
TWV TIPOIOVTWV TIOU ETTIBULOUV OIAMOPETIKEG KATHYOPIES TIEAATWV KOI TN XPOVIKN 
OTIVUN) TrPayYaTOTTIOInNONS ayopwv. H EegapyoyA Tou e-CRM entrtpétrei Th 
OlEEAYWYN TIEPIOOOTEPO OTOXEULEVWV SIAQMNUIOTIKWVY EKOTPATEIWV KAI THV 
agioAdynon TNS ATTOTEAEOUATIKOTHTAS TOUS. Eival Ouvath, ettimTAEov, Nn avadAuon 
TWV O£€OOUEVWV YE BAGON TTOAAATTIAG KPITAPIA, WOTE Va EVTOTTIOTE! TTOIA OTOIXEIO 
TNS KAUTTavIaAg Eixav TN YEYAAUTEON GETIKH ETTITITWON OTIC TTWANOEIG KAI THV 


Kepdogopia. 


BeATIWWEVO EtTITIESO EEUTINPETNONS KAI UTTOOTHPIENS 


Xdpn oto e-CRM n ettixeipnon eivai oe BEon va AaUBaVE!, va AvVaVEWVE! KAI va 


OpouoAoyei Trapayysedies ATO TEAATEG ATTOUAKOUOHEVAG Kal WE YEYGAN aKpiBela. 


H OAOKANPWON TWV TTANPO*OPIWV TrEAAaTWV KAI Nn SuVaTOTHTA TIPOOBAONS OE 


QUTES ATTO TA SIAMOPETIKA TUNYATA TNS ETTIXEIPNONS OUUBGAAE! ONUAVTIKG OTN 
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diaxuon TNS YvYWONS KAI ETTOUEVWSG OTNV aTrOMmuyN THOavWwV KaBUOTEPHOEWV 
OTNV ECUTINPETNON TWwv TreAaTWVv. H etrixeipnon SiaGETE! ETTIONG YEYAaAUTEPN 


EVEAIEIC KAI ETTITUYXAVE! TAXUTEPN IKAVOTTOINON AITHUATWV TrEAATUWWV. 


Au§nuévn aTrodsortikOTNnTa KAI WEiWON KOOTOUG 


H xpnon tou e-CRM oupBaAAEl oTHv AUENON TNS ATTOSOTIKOTNTAS TOU TUNYATOG 
UGPKETIVYK HEOA ATTO THV XAUNAOU KOOTOUG TIPODEYYION véWV Kal SiaTAPNON 
UTTAPXOVTWV TreAaTWV. Etimpoo8EeTa, EeTTITUyYaVE! HEiWON TWV OIOIKNTIKWV 
efdd0wWv AdyW TOU UWNAOU BaB"OU auUTOUATOTIOINONS AEITOUpYIWV TOU 


TrEpIAGUBAVEI. 


Avgnon TrwAnoewv 


Xdpn oto e-CRM, n eEtixeipnon a€glotrolsi Tig TANPOMOPIEG OYXETIKA YE THV 
TTEAQTEIAKN THG BACON TIPOKEIMEVOU VO ETTITUXE] OTAUPOEIDEIG TIWANOCEIC KAI Up- 
selling. 2Zav atroTéAeoua, auedvovtal oO! TWANOEIG Kal Ta £EO000d TN. 
Etrimpoo8eta, ) OWOTN OTOXEUON KAI TIPODEYYION vEWV TrEAATWV AAAG KAI 
QUuENON TNS SiaThpNONs Twv UTTAPXOVTWV OUUBGAAOUV BETIKA OTNV AUENON Twv 


TTWANOEWV THG ETTIXEIPNONG. 
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4.6 ZuuTrEpaopaTa 


H vlo8étTNON TTOAUKAVAAIKHS OTPATNYIKHS Siadpayatife: OnuavtTiKO PdAO OTN 
OIAUOPQWON OTEVWV TIEAATEIOKWV OKXEDEWV, KABWS TIAPEXE! OTOV TrEAATN TH 
OUVATOTNTA EVAAAGKTIKWVY KAVOAIWV ETTIKOIVWVIAG HE THV ETTIXeEiOnoON, EVW 
TAUTOXpOVa OUUBGAAEl OTQV avTANnON TroAUTTAEUpPHG Kal TrAOUCIAG 
TANPOMPSPNONS ard KdGE ETTAgH YE TOV TrEAATN. MapGAAnAa, VEEC EUKAIPIES KAI 
OUVATOTNTEG TIAPEXE! OTN OIaXEiplon TEAATEIAKWV OXEDEWV KAI N AVaTITUEN TOU 
‘IVTEPVET KOI TwV WNgIaKwWv KavaAiwv. To e-CRM, To Tufywa Tou CRM trou 
ElOIKEUETAL OE WNOMIAKA KAVGAIC, TIPOOMEPE! ONUAVTIKA OMEAN OTN OUYXpPOVN 
eTTIXeipnon Kal yvwpilel OACEVA EYAAUTEPN avaTITUgN AOyYW TNS TaxEiac 


UVIOBETNONS TWV VEWV AUTWV KAVAAIWV. 
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KE®AAAIO 5 
ANOTEAEZMATA EPEYNON TIA TO CRM - ZYMNEPAZMATA 


5.1 Eioaywynh 


Napa Ta onyavTikd OMéAn Trou TO CRM éivai Suvatév va TIPOOMEPE! OE Eva 
OPYAVIONO, TO TIAPATNPOUUEVO ETTITTESOO ETTITUXIAG TNS OTPATNYIKNS AUTNS Kal 
aTodoon etti TNS ETTEVOUONS TIAPOUOIACE! ONYAVTIKH SIAPopoTTOInON OTIC 
ETTIXEIDNOEIG TOU THV UAOTTOIOUV. Ol! EVOTNTEG TTOU AKOAOUBOUV TrTaPOUCIGCOUV 
TA ATIOTEAEOUATA OPIOUVEVWV EPEUVWV yIa TO CRM, o1 oTToie¢ 8a SwWooUV 
KATIOIEG EVOEIEEIG YIA TOUG AOyOUG TTOU N OTPATNYIKH CRM dev atrogépe! ta idia 
atroTeAgouata o€ KdOE eETTIxEionon. AKOAOUBoOUV opiovEeva oTOIXEia yia ThHV 
epapyoyy tou CRM otnv EAAdda kal TéAOG TrapatibevTal Ta yvevikd 


OUUTTEMPAGOUATA ATO THV EKTIOVNON TNS TAapOUOUS SITTAWUATIKNS EPYAaCiac. 


5.2 Epeuva tns IBM Business Consulting Services 


H IBM Business Consulting Services die&hye to 2004 pla TrayKooula Epeuva Of 
370 ETTIXEIDNOEIG TIOAAWV OIAMOPETIKWV KAGOWV TTOU EXOUV EPAPLOOE! OUOTNHYA 
CRM, Trpokeiuevou va SiepeuvACE! Ula TrAEIGOA CnTNYGTWV, OTTWS Nn UIOBETHON 
TOU OUOTHYATOG CRM até Thv ettixeipnon, 0 Baws UTTOOTNpIENS ard Thv 
avwtaTn Sloiknon, O! KPiOINO! TTAPAYOVTES yIa THV ETTITUXNUEVN EMAPYOYN TOU 
K.a. H oudAAoyh ded0uEVWV TrpayyaToTTOInONnKE WECA ATIO TIPOOWTTIKEG 


OUVEVTEUEEIC HE OTEAEXN ETTIXEIONOEWV KAI OUUTTANPWON EPWTNYATOAOCYiwWvV. TO 


113 


75% TWV EOWTWHEVWV ATav CRM decision makers kal To 85% karTéixe ETTiTTIESO 


UavaTCEp Nf AVWTEPO. 


ZUUQWVA HE THV EpEeuva, Nn TIAEIOWN*IA TwV ETTIXEIPNOEWV (85%) Sev TIOTEUE! 
OT! EXE] AEloTTOINOE! TO CRM ue TrAnpn etrituxia. EtitAgov, ol etrixelonoeic 
EKTIUOUV OT| TO CRM Oev EXE! PEPE! THV TIPODDOKWHEVN aTTdd00N ETTEVOUONS 
(ROI) trou apxikd Eix€ ATTOTEAECE! ONUAVTIKO KivnTpO yia THV EMapyOyN Tou. 
AGiCel Va ONUEIWOEI OTI TIAPG TNH OXETIKN AUTH OUOAPEOKEIA, EVA TIODOOTO AvwW 
Tou 50% e€akoAouGei va Pewpei STI TO CRM oxetigetai we THV AUENON TN¢ asiac 
yla TOUS HETOXOUG. TlapaAAnAa, 70% Twv EpNWTWHEVWV aTTavTnoav OT! BewoouV 
To CRM onuavtTiko yia Thv avEnon Twv Eeoddwv, YEOAa até ThV TrapoxXN 
EUTTEIPIWV AVWTEPOU ETTITTIEOOU OTOV TIEAATN, TH SIaTAENON Kal SiEUPUVON TNS 
TreAATEIAKNS BaONS KAI THY AVATITUEN TIPOIOVTWV KAI UTTNPECIWV YE BAdON TOV 


TEAGTN. 


5.2.1 Kupia euphnyaTa THs EpeuvaG 


Ta atroTeAgouaTa TNS Epeuvas Eival IdIdiTEpA EVOIAMEPOVTA KAI AVAMEPOVTAI OE 
8éyaTa KpiolIUa yia THV ETTITUXH E~AaPYOYA ToU CRM. H avdAuon Twv oTolxeiwv 
QUTWV UTTOpsi VA TOPOMOSOTHACE! TH OUYXPOVN ETTIXEIPNON WE ONYAVTIKh 
TIANPOMSPNON KAI va ATTOTEAEGE! TO EVAUON yia ThV aAAayN TNS BEwPENonNns Tou 


CRM kal Th BEATIWON TNs SiIadiKkacias UvAOTTOINONS Tou. 
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5.2.1.1 YrrooTnpién aro tnv avwratn o1oiknon 


H etituxia Tou CRM oyéetiCetal OnuavTIKG YE THV UTTOOTAPIEN THS avwTaTns 
dioiknons. Otav n avwitatn dioiknon yxapaktnpize! TO oUOTHYa CRM we 
TrapayovTa KaOopIoTIKhS ONYAOIAGg yla THV ETTITUXIA TNS ETIIXEIONONS, TOTE 
QUEGVOVTAI ONUAVTIKA O| THOAVOTNTES ETTITUXNUEVNG EMapYOYNs Tou. ATTO THV 
GAAN TrAeupa, Nn PEwWENON TOU Ws xpNoIuOoU EpyaAEiou, AAAG OX! KABOPIOTIKNHS 
OnUaOIAG, YEIWVE! THY THBAVOTHTA EUPEias ATTOSOXNG KAI ETTITUXOUG UAOTTOINONS 
TOU OUOTHYATOG, KUpiWg OIOT! O| EpyadouEvo! avtTiAauBdvovTal OT! OE 
OUYKOTOAEVETAI OTIC TIPOTEPAIOTNTES TNS ETTIXEIpNONS. To diaypayya 5.1 
TTAPOUOIGCE! TH OUOXETION TNS ATTowNS TNS SIOiKNONS YE THV ETTITUXIA TOU 


OuoTNHYaTOs CRM. 


100% 7 z 


76% 
80% 


ou 
25 
Sr 
>< ww 
> x< 
F 6 
E 5 
Bb 60% + 
Ee 
a8 2 40% 
BoB 21% Xprioiyo, ad 6x 
Zeb 5 20% KQOOpIoTIKh 
b= o oul a's 
aa 5 — onyaciag 
oO 0 Yo ? A P 
3 Ka8opiorikns Yrrootnpicei ty Epyadgio 
b g 20% -| 2nyaociacg ZTPATHVIKN MANPoPopIKNs 
23 
y fo) 
40% -37% 


Xapaktnpioyos tou CRM atré tnv avwriatn Sioiknon 


Aidypayua 5.1: Luoxétion Tou TpdTrou Bewpenons Tou CRM atro6 thv avwtatn Sioiknon 


KOI TNS ETTITUXNHEVNS EPAapHoyrs Tou 


TInyn: |BM Business Consulting Services, “Doing CRM right” TrayKéoula épeuva, 2004 
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Napa Tig APVNTIKES ETTITITWOEIG AUTNS TNG BEweNONs, TO UEYAAUTEPO TTODOOTO 
AVWTATWV OTEAEKWV (36%) xapakTnpice! TO CRM we éva xphoiuo ovOTNYG, Trou 
OuWs SE SiadpayarTice! KABOPIOTIKO POAO WE TIPOG THV ETTITUXIA TNS ETTIXEIONONG. 


H dtrown Twv OTEAEXWV TTAPOUOIACETAI OTO OIGyPauUA 5.2. 


40% 
3 
2 30% 
oc 
5 
E 
5 20% 
2 
6 
° 
3 10% 
c 
0% 
Ka8opiotikyisg Ytrootnpidei th Epyadgio Xpnoiyo, aa = Kavéva ard Ta 
2nyaoiac 2TpATHYIKH NAnpo@opikns oxi TrapaTravw 
KQBOpPIOTIKHS 
onyaoiac 


Xapaktnpiopos tou CRM arr thv avwratn Sioiknon 


Aidypayppa 5.2: H atrown THs avwratns Sioiknons yia To CRM 


Tiny: |BM Business Consulting Services, “Doing CRM right” TrayKéoula Epeuva, 2004 


5.2.1.2 Ev@uypaypion Twv opddwv evoiapépovroc (stakeholders) ye Tn 


orpatnyikn CRM 


H uvlo8éTNoON Twv AElwv Kal TAG KOUATOUpPAS TOU CRM atré Tous epyacouévouc 
eival KAGOPIOTIKNS ONYAOCIAS via THY ETTITUXH UAOTTOINON Tou. To diadypayya 5.3 
MAVEPWVE! OTI Ol ETTIXEIDNOEIG OTIC OTTOIEG O| EPYACOUEVO! EUBUYPaNWICovTal YE 
Ty oTpatnyikh CRM, eygaviCouv Kal uwnAdTepa TrOOOOTa $ ETTITUXNUEVNS 
emMapyoyns TOU OuoTHYATO CRM (troco0Td ouoyxéTIOng 60%). AKoAou8ei n 


EeUBUYPGUUION Twv TreAATWV HE TN PIACGOgia CRM UE TIOGOOTO OUOXETIONS HE 
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TN OUVOAIKA ETTITUXNHEVN E~aPYOYH TOU CRM tng Tagews Tou 51%. TEAOG, n 
EUBUYPGUUION TWV YETOXWV HUE TH OTPATNYIKA CRM trapouoidZe! yaynAd 


TOOOOTO OUOXETIONS (1%). 


70% 
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30% 
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10% 

0% 


Nooootiaia cucxXétion YE THV 
ETTITUXHHEVN Epapyoyn CRM 
(GuvTEAEOTHS CUCXETIONS Pearson's) 


EpyaCouevol NeAGTES METOXoOI 
Ev8uypappion opddwv evdiagp Epovtos pe To CRM 


Aidypappa 5.3: Zuoyxétion Ths evBuypappions TwWv ONddwv Eevdia@mepovtos pe TO CRM kai 
TNS ETrITUXIAag Tou CRM 


TInyn: |BM Business Consulting Services, “Doing CRM right” TrayKéoula épeuva, 2004 


5.2.1.3 Atrodoxh Kal vioGETNON TNS OTPaTNyIKhs CRM arr6 Tous EpyaCopEevouG 


H trayKooula épeuva tng IBM trpooTrd@noe va e€eTdoEel Kal TO BabyO 
ulo8ETNONS Kal AaTTOSOXNS TOU GUOTHYATOG CRM atrdé Touc uTTaAANAOUG Kal Ta 
Ueodia oTEAEXN. ZUUMWVA YE TA aTTOoTEAEOWATA TNS EPEUVACG, TO 76% TWV 
EPWTWHEVWV TTAYKOOUIWG ATTAVTNOE OTI XONOINOTTOIEi O€ KaTTOIO BABS TO CRM 
Kal UOVO 14% OHAWOE OTI TO xPNOIVOTTOIE! TAHOWS. Eival EeTOUEVWCG CAMES OT! 
TTAPOUOIACETAI EVA KEVO WC TIPOG THV ATTOOOXN TOU OUOTHYWATOS CRM kai eival 
OKOTTIUO OI ETTIXEIDNOEIG VA AEIOTTOINOOUV KATGAANAG EUKAIPIES, TTPOKEIUEVOU Va 


Owoouv Kivntpa Kal va auUEhoouv Tn SEOQUEUON TWV EPYACOUEVWV TOUG WC TIPOG 
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THV EPAPYOYN TOU OUOTHYATOS. To diaypayuya 5.4 atreikoviCel Ta TrapaTTavw 


ATTOTEAEOUATA TNS EPEUVAG. 
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NooooTd atravinoewv 


MAnens Xojon Katroia Xpfon Kapia Xojon A=/AA 


Atrodoxh CRM ard tous epyafopévouc 


Aidypaypa 5.4: Nocootdé atrodoxis Kal vio8ETHONs Tou CRM atro Tous epyafopEevousc 


Tiny: |BM Business Consulting Services, “Doing CRM right” trayK6oula Epeuva, 2004 


5.2.1.4 AVAAUON TWV KPIOIUWV TTAPAYOVTWYV ETTITUXIAG 


DUUMwvad YE TA ATTOTEAEOUATA TNS TrayKOOUIAS Epeuvas TNC IBM, n TrOavoTnta 
eTTITUXIaG TOU CRM utropei va BEATIWOEi ONUavTIKd, aTTO 15% EWS 70% ECA 
ato Thv lepapxnon Kal Thv EoTiaoN OTA KPiOIua BhYaTa yia THV ETTITUXIA TOU 
CRM. H IBM avayvwpiCei 16 Kpioluoucg TrapdyovtTes fh «BhYaTa» yia THV ETTITUXH 
epmapyoyr Tou CRM, ta ottoia Exouv TrpoddiopioTEi Ws TrapayovTES ETTITUXIAG 
ato CRM decision makers. Eivai atrapaitnto kd@e etixeipnon va lepapxnoEl 
TOUG TTAPATTAVW TTAPAYOVTEG KAI VA EOTIGOE! TNV TIPODOXN TNS OE AUTOUG, 
aMlepwvovTas avOpwtrouc, xPOvo Kal xpnyaTa, KaQ’ SAN Thv VAOTTOInNON TOU 


CRM. 
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H diatioTwon TNS OTTOUdaIOTHTAG KAGE OTPATNYIKOU TrapayovtTa yida Thv 
eTTITUXia TOU CRM trpoéKkuwe YEO ato avdAuON TNS OUXVOTNTASG EmapyOYNs 
Ka8E TrapdyovTa Ka! TNS OUXVOTNTAS ETTITUXIaG TOU OUOTHWATOG CRM. Ta 
OTEAEXN TTOU OUNHETEIXAV OTNHV EpeUVa BABYOAGYNOAV KAGE TrapayovTa OE UIA 
egTapasuia KAiuaKa WE AKA «SEV EPAPUOOTNKE KABOAOU» KOI «EPAPUOOTNKE 
TAnPWwC». MapadAAnAa, agioAdynoav Kal TO ETTiTTEOO ETTITUXIAG TOU OUOTHUATOG 
CRM o¢ egtaBd@uia KAivaKa We AKpa Ta «aTTOTUXIAa» Ka! «TANPNS ETTITUXia». Me 
xenon troAAaTIAnS YPaNWIKHS TraAIvOpounoNns OlaTtioTWONnKE OT! EVW N 
EPAPUOYA EVOG HEYOVWHEVOU TrapdyovTa SEV EyYUCTAI TNV ETTITUXIa TOU 
ouoThyaTos CRM, 0 ouvdudonds TIEpiIOOOTEPWV TTAPAYOVTWV KAI N lIepaexnon 
TOUG OUUBGAAE! OTHV AUENON Twv THPAVOTATWV ETTITUXNHEVNS EPAapYOYyNS TOU 
OuoTnyatog CRM até 15% éw>o 70%. Ol Kpiolo! Trapdyovtec ettituxiac 


UTTOpOUV va diakpl9oUv OTIC TIAPAKGTW KATNYOPIE: 


Ol Trapayovres Olap~oporroinans (differentiating steps) Exouv THV OTTOUdAIOTEPN 
eTidpaon oTnv etituxia Tou CRM. Mpoxkeital yia avOpwrttOKEvTpIKOUG 
TTAPAYOVTES TTOU OTAV EMPAPLOOTOUV OWOTA, EvIOxUOUV TNHV asia TOU CRM. ACiZe! 


VO ONUEIWOEI, WOTOOO, OTN AVEPWTTOKEVTPIKH MUON TOUS KABIOTA SUOKOAOTEPN 


TNHV EMAPYOYN TOUG. 


Ol uTrooTnpikTikoi Trapdayovres (contributing steps) ouuBdAAOUV @avepd oTNV 
eTiTUXxnYWevN UAOTTOinon Tou CRM. TMlapauévouv, Wwotdoo, WUOvo OE 
UTTOOTNPIKTIKO ETTITTEOO, OixWC va EiVAl ATTO UOVO! TOUG ETTAPKEIC VIA THV ETTITUXH 


uAoTroinon Tou CRM. 
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Ol! dopiKoi Trapayovreg (foundation building steps) OupYETEXOUV ETTIONS OTN 
eTTiTUXia TOU CRM kal eival atrapaitntol, xwpig GuyWws va eival KAaBOpPIOTIKHS 


Onuaoiac. 


To didypauya 5.5 ouvowiCe! T7 OCUUBOAN Twv 16 TrapaydovTWwv OTNV ETTITUXIA TOU 
CRM 6trw¢ TIPOEKUWE ATTO THv ETTECEPYAOIA TWV OTOIXEiWV TNS EpEUVas THC IBM 
Kal TAaPGAANAG atrEeiKOviCel TOV OYAdSOTTOINON TOUG OTIC TPEIG SIAMOPETIKEG 


KATNYOpIEs. 


ROI | 0,2% 
A&€loAdynon opddwyv evdiagépovtog |] 1,8% 


Epapyoyn texvoAoyviag |] 1,9% - 
AOuIKOi 


4 [o} 
Avatrtuén Kpimnpiwv yétpnons | | 2.4% Napayovteg, 12% 


Opyavwolakh euBfuypauuion [| 2,5% 
AvdaAuon avayKwy TreAaTwy [| 2,/Ho 


AgloAdéynon Kivouvou & IkavoTATWwv | | 3,8% 


ZyxEdiaopds vAOTTOinNans CRM || 4,0% 


YTIOOTNPIKTIKOI 
Napayovteg, 24% 


lepdpxion Twv otdxwv [| 4.9% 
ATrown avwtatns dioiknons yia to CRM 5,0% 
ATtroKTnon & oAOKANPWoN SedouEvWwv TrEAaTWV | 6,6% 


Akkayf diadikaciwv 7.1% 


8,2% Napdayovtec 
Alagopotroinong 
Auiknon AAAaywv | 11,0% 64% 


AlakuBépvnon 


Ew 


Ataxeipion Npoutr oAoyiopou 12,0% 


ZXEdIGOUSS OTPATNYIKHS CRM 6,0% 


0% 5% 10% 15% 20% 25% 30% 


Nooootiaia cupPoA oTnv Etituxia Tou CRM 


Aidypayupa 5.5: Kpiomoi trapayovtes etrituxiag Trou CRM 


TInyf: |BM Business Consulting Services, “Doing CRM right” trayKooula épeuva, 2004 
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5.3 Epeuva yid thv Tpo8upia Twv TreAATWV va S1aGEGOUV TIPOOWTTIKG 


OTOIXEIA AVA KAGSO ETTIXEIPNONS 


Ol OUYXPOVEG ETTIXEIPNOEIG OUVEIONTOTIOIOUV OAOEVA TIEPIODOTEPO TNH 
OTTOUOAIOTNTA TNS AVATITUENS OTEVWV OXEDEWV HE TIEAATEG, WOTE VO ETTITUXOUV 
QUENON TNS TroTOTNTAG, TNS SiaTHPNONS TrEAATWV, TWV TWANOEWV avd TrEAGTh 
Kal TNS KEPOOMOPiAG TOUS. ZAV ATIOTEAEOUA, ETTOIWKOUV va avTANnOOUV 
TIANPOMOPIEG yIA THY TreAATEIAKA TOUG BaON, OTTWC OIKOYEVEIaKA KAaTdOTAON, 
evolagépovta, OuVvNnGEleG AYOPWV, TIPOTIUNOEIG, O! OTTOIEG Eival Id1aiTepa 
XPNOINES YI THY TUNYaTOTTOINOH TwWVv TreAaTWV, TNH SIaYOP~WOoN VEWV 


UTINPEOIWV 1 TIPOIOVTWV KAI TN OUVOAIKH OIAXEIPION TWV TTEAATEIAKWV OKXECEWV. 


H trpo8upia avdtitugnsg oxéoewv TreAGTN-ETTIXEiOnONs eival OUXVd, WOTdOO, 
yovoTrAgupn. Evw Ta O@éAn via TIC ETTIXEIDNOEICG Eival FeKa8apa Kal idldiTEepa 
ONUAVTIKG, O| TrEAGTEG OUXVG Sev alo@dvovTal To idio yl auTA TH SIdGEon 
TANpogopiwv. H TrpoB8ULIA Twv TrEAATWV VO OUUUETEXOUV OE UIA SIddIKaCia 
dIGBEONS TIPOOWTTIKWY TOUG OTOIXEiwWv SIa@opoTroleital ONYaVTIKA avdAoyad HE 
TOV KAddO OTOV OTTOIO Spaotnpiotrolital n ETMXEipnon. Kpivetal ETTOUEVWC 
OKOTIINO Ol ETTIXEIONOEIG VA KATAVONOOUV TO BAB"O OTOV OTTOIO O| TTEAGTEG TOUG 
eival SiaTEVEIUEVO! va «OEOUEUTOUV» OE€ ia OXEON KAI va SwooUV xpNOoI"Aa 


TIPOOWTTIKA TOUG OTOIXEIA. 


ZUU@WVa YE Epeuva TNS lon Group (lon Group, 2005) n otroia dicEjxOn To 
Maptio tou 2005, utrdpxouv KAddOO! OTTOU OI TIPOOTITIKEG AgloTTOInNONS TOU 
OlaAoyou WE TOUG TrEAdTEG Eival OTTOUdGIEG, AGAAG SEv ExOUV aAéloTTOINnVEI 


eTTapKW<¢. EtimpooGeta, Ol ETTIXEIPNOEIGC TOU OUVOEOVTAI HE TNV OIKOVOUIKH 
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KATAOTAON TWV TIEAATWV OTTWC OI AVEEAPTNTO! KENUATOOIKOVOUIKOI OULBOUAO! 
Ol TPATTECEG, OTTOU TTAPADOOIAKG TrAapOUOIACETAI WEYGAO TTODOOTO AdPAvEIAG 
ato Thv TrAEUPA TOU TTEAATN, EUMaviCouv TO HEYAAUTEPO TTODOOTO TIPOBULIAG 
avdtiTugns oxéoewv ard Tov TreAdTn (25% kal 19% Trdvw aTrld TO EGO OPO 
avTioTOIXa). MapaAAnAdg, ETTIXEIPNOEIC HE TIG OTTOIEG OUVOEETAI OUVAIDONYATIKA O 
TEAATNS (TT.X. KATAOTHYATA YOdaAC, xWPO! SIdOKEdaONS, aAvTITTPOOWTTEIEG 
QUTOKIVATWV,) AVTINETWTTIGoUV AlyOTEPA EUTTOOIA OTNHV AVATITUEN OXEDEWV LE 
TTEAATEG. Ol ETTIXEIPHOEIG GAAWV KAGOWV, OTTWC OI UTTINPEDIEG KOIVAG WHEAEIAG 
Kal n oTaGepn TNHAEQwvia TpETTE! Va KATABGAAOUV YEYAAUTEOPN TrIPOCOTTABEIA, 
WOTE va GAAGEOUV TOV TPOTTO HE TOV OTTOIO TOUG AVTIAGUBaVOVTAI O| TTEAGTES KAI 


VO TOUG HUNOOUV OE HIG TIO OTEVA, AUPISPO"N OKXEON. 


2TN OuvexXEla TrapaTiPEvTal Ta aTroTEAEOUATA TNS EPEUVAG TTOU MAVEPWVOUV TN 
OIAMOPETIKO ETTITTESO TIPOBUIAG ATTO THY TTAEUPG TWV TTEAATWV WS TIPOS THV 
AVATITUEN OXEONS HE TNV ETTIXEIONON, AVGAOYA YE TOV KAGOO OTOV OTTOIO AVNHKEI. 
H €épeuva diesAx8n otnv AyyAia YEOW TNAEQWVIKWV OUVEVTEUSEWV KAI 
EPWTNYWATOAOYVIWV WEOW NAEKTPOVIKOU TaxUdpOuEiouU oe deiyya 1000 
ETTIXEIDNOEWV KOA! SHUOOIEUTNKE OTO portal www.crm2day.com Tov AtrpiAio Tou 


2005. To didypauua 5.6 atreikovidel Ta aTroTEAEOUATA TNS EMEUVAG AVG KAGOO. 
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Npo®bupia Twv TreAATWV va avaTITUgOUV OYXEON HE ETTIXEIPHOEIC 
SIAMOPETIKWV KAGSWV 
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Aidypappa 5.6: Npobupia twv TreAaTwv va avaTrTUfouv OKXECEIC HE ETTIXEIPN OEIC 
SIAMOPETIKWV KAGSWV 


Anyn: lon Group, (2005), “Let’s Stick Together - Research Report”, www.crmtoday.com 


Avegaptntro! XpnvaTooIKOVOUIKOi LUEBouAO! 


Ol aveEGPTNTO! YONHUATOOIKOVOUIKOI OULBOUAO! Eival CUUMwWva YE THV EpEUVA O 
TUTTOG TWV ETTIXEIONOEWV YI TIC OTTOIEG O1 TIEAATEG EUMavViCOUV TO LEYAAUTEPO 
TIOOOOTO TIPOBULIASG WS TIPOS TN SIaUOPMwon OTEvAS OxXEONS (TIODOOTO 25% 
GvwW TOU YEGOU OpOoU). Ol ETTIXEIDHOEIG AUTEG TTAPEXOUV OUUBOUAEUTIKH OE 
BEUATA ETTEVOUDEWV, OUVTAEIOOOTIKWV TIPOYPAUWATWV Kal GoO@aAgiwv. O! 
TsEAATEG Eival TIPOBUO! va SIaBEDOUV TA TIPOOWTTIKA TOUG OTOIXEIA OTOUG 
AVEEAPTNTOUG KENUATOOIKOVOUIKOUG OUUBOUAOUG, KABWCS auUTa Eival aTTapaiTnTa 
TIPOKEINEVOU VO EiVOl ATIOTEAEOUQTIKH KOI OIKOVOUIKG W@EAIUNQ aUTA 


oOuvepyaoia. 
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Tparreces 


Ol TreAaTEes ENMaviCovtal ididitepa TTOPOBUO! va SIaATNnPHOOUV OKXECEIG HE THV 
TOaTTECA TOUS (TTODDOTO 19% dvw Tou yEooU pou). NapdAa autd, n augnuevn 
TpowP8non Tou e-banking até Tic TpaTTEZEG, TOU OUVETTAYETAI UWNAO ETriTTESO 
QUTOEEUTINPETNONS KAI YEIWYEVO KOOTOG, OUXVa EyTTOoICEl THY aAgIoTTOInNON 
TIANPOMOPIWV TWV TrEAATWV. Ol TpaTTECEG SEV KATAMEPVOUV va AEIOTTOINDOUV 


EUKAIPIEG OTAUPOEIOWV TIWANOEWV KAI KaVOUV OUVNTIKG EOOOA KAI EUKAIPIEG. 


KataoThyata Wodas kal xwpo! Siaokesaons 


Ta KaTAOTHNATA YOdaC KAI O! KWPO! SIAOKESaONS Eival OE TIAEOVEKTIKH DEON 
avapopikKa YE THV TIPOCBULIA TWv TrEAATWY va avaTITUgOUV OXEON HE TNHV 
eTIxeionon (12% davw Tou wéOOU Opou). Exel TrapatnpnOei OT! ol TEAGTEG 
QTTOKTOUV OUYKPITIKA HEYAAUTEPO OUVAIOONATIKO SEOINO HE TIC ETTIXEIDNOEIC 
QUTWV TWV KAGOWV Kal OUvNGW<¢ Eival BETIKA SIATEBEINEVOI WS TIPOG THY TTAPOXN 
TIPOOWTTIKWV TOUG OTOIX€iWV. 2ZNUAVTIKOG TpOTTOG yIa tNHV OuUAAOYNH 
TIANPOMOPIWwv Eival nH avaTITUgEN SiaAdyou YE TOV TrEAGTN KATA TH SIGPKEIA TNS 
ouvaAAayns Kal  TapOXN KIVATPWV OTTWG EKTITWOEISC, OUUWETOXH O€ club 


TTEAATWV, OWPA K.a. 


Napaywyoi kal AVTITTPOOWTTFO! GAUTOKIVATWV 


H €9€uUva ATTOKAAUTITE! OTI O1 TIEAATEG AVATITTUDOOUV OUVaIOONYATIKO SECIUO 
TIEPIOOOTENO YE TN YOPKA QUTOKIVNTOU TTOU AayOPaCoUV (2% AvwW TOU HEOOU 
Opou) Kal AlyOTEPO YE THY AVTITTIPOCOWTTEIA ATIO THV OTTOIA EKAVaV THV ayopa 
(10% KdTwW TOU UEOOU Opou). To yeyovoc auTO TIBAVWS OMEiAETAI OTN OUVAHIKH 


TNS UAPKAS WS TIPOSG TN SIauOP@won status Kal THY TIPOBOAN TNS EeTMOUUNTHS 
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ElIKOVAG YIA TOV AyOPaOTH TNS. Ol AVTIMTPOOWTIO! AUTOKIVATWV TIPETTE! WOTODO 
VA OUVEIONTOTIOINOOUV OTI EXOUV LIA E€AIPETIKN EUKAIPIA VA AEIOTIOINOOUV OE 
uevyaAuTepo BabuO Ta GEeTIKa OUVaIOOhYaTA ToU TrEAGTH KATA Thy ayood 
QUTOKIVATOU KAI va TA OUVOECOUV TIEPIODOTEPO HE TO KATAOTHUG Tou. M’ auTd 
TOV TpOTIO BA EKUETAAAEUTOUV TIEPIOOOTEPO TOV IOIGITEPA ETTIKEMON TOUEA TWV 


UTINPEOIWV HETA THY TIWANON. 


2TO ONUEIO AUTO, EVOIAMEPOV TIAPOUOIGCE! N OUYKPION TOU TOWEA TWV 
AVTITIPOOWTTEIWV QUTOKIVATOU HE TOV TOHEA TWV KATAOTHYATWV YOdac. Evw Kal 
Oo!| OUO TOUEIC KAaPAKTNPIJovTa! ATTO GUVAIOONYATIKO SE€OIUO TOU TrEAdTN, Ta 
KATAOTHYATA YOdaS PPiOKOVTAI O& AVWTEPN BEON WS TIPOG THY TIPOBULIA TOU 
TEAGTH VIA avdTITUeN OXEONG HE THV ETTIXEIONON. AEdouEVNS THS XaUNANS 
OUXVOTNTAG AYOPAS AUTOKIVNTOU, Eival TIEPIODOOTEPO OUOKOAO AAAG Kal avayKaio 
QMO TOUS AVTITTPOOWTIOUG QAUTOKIVATWVY va aVvaTITUgOUV KOI va EVvIOXUOUV 


OIAPKWC TIG OXEDEIG HE TOUC TIEACTEG. 


ZOUTTEP HAPKET 


DUUMwWVd HE TA ATTOTEAEOUATA TNS EPEUVAG, N TIPOBULIA TwWV KATAVAAWTWV va 
dia8Eoouv TIANPOMOPIES OTA OOUTTEP UAPKET Eival KATA 2% KAUNAOTEPN ATTO TO 
uwEOO OPO . AESouEvOoU TOU POAOU TWV COUTTED UGPKET OTNV KABNUEPIVOTNTA TOU 
KaTavaAWTN, AAAG KAI TNS OUXVOTNTAS AyOpWwv, TO aTTOTEAEOUA AUTO SEV ATav 
AVaUEVOUEVO. TA OOUTTEP UGPKET EXOUV GAAWOTE ETTEVOUOCE! WEYGAG TIOOd OF 
TIPOYPAUATA THOTOTNTAG TrEAAGTWV KATA Ta TEAEUTAIA ypOvIa KAI KAVvOUV 
EKTETAMEVES evépyelec Direct Marketing. Etrougévw¢, Ta OOUTTEO HAPKET SEV 
EXOUV AEIOTIOINOE! OE IKAVOTTOINTIKO BABYS OUTE TN OUXVOTNTA ETTAQWV HE TOUG 


TEAATEG, OUTE TH SUVATOTHTA AvTAnONS TrAOUGIaG TrAnNPOMOPNONS xXaeN oTa 
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ovuyxpova TrAnPOMOpIAKG GUOTHYATA, APoU SEv EXOUV TIPOMAVWCS TIEIOE! TOUG 


KATAVAAWTES VO OUUMETHOXOUV OF€ IA AuOIBAid ETTWHEAN OXEON. 


=evodoxeia kali Etaipeieg Metapopwv 


2ZTOUG TOUEIG AUTOUG EUMaviCovTal OUO avTiBETES TAOEIG. ATTO TH Lid TIAEUpG, O!1 
TEAGTEG TOU TAgIOEUOUV yIa ETTAYYEAUATIKOUG AOyOUG Eival TrOPO8UUO! va 
dIaGEDOUV TIPOOWTTIKG TOUG OTOIXEIA KAI ETTIBULOUV va AvaTITUgOUV OTAVEPH KAI 
AuUMPiIdOpoun OKXEON HE TNV ETTIXEIONON. Ol TIEAGTES AUTO! YvWPICOUV OT! TIPOKEITAI 
VO XPEIAOTOUV ETTAVEIANUUEVWG TIC UTINPEDIES TNS ETTIXEIONONS Ka! BEAOUV va 
diao@aAioouv Id EUXAPIOTN EUTTEIDIA, KWPIG TIPOBANYATA. ZTHV KATNYyOpia AUTH 
AVAKOUV KAI O! TIEAGTES TIOU OUVNOiGOUV Va KAVOUV OUVTOUES OIAKOTTEG O€ TAKTA 
XpOviIKa OiaoTHYATA Kal EeTIBOUWOUV va eival BEBalo! yiIa ThV TrOlOTHTA TWV 
UTINPEOIWV TOU ATTOAGUBavoUV. Ol! KaTNYyOpieg AUTEG TrEAATWV Eival TIPOBULEG 
VO AVATITUEOUV HIA OTEVOTEPN OXEON HE THV ETTIXEIONON KAI va avayvwpiCovtal 


WG OUXVOI TIEAATEG, WOTE VA EEAO@AAIOOUV Ta ETTIBUUNTA OMEAN. 


Atro Thv GAAn TrAgupa, | KaTnyopia Twv AoITTWv TrEAATWV OUVABWCS SEV Eival 
OeTIKa OIAKEIUEVN WS TIPOG TH OIGBEON TPOOWTTIKWY TNHSG TTANPO*oPIWV. H 
OUYKEKPINEVN KOTNYOpIA EUOUVETAI KAI yYIA TN OUVOAIKH HEiWON TOU OéEikTN 
TIPOBUUIAG TTEAATWV YIA DIAYOPQWON OCKXEOEWV HE ETTIXEIDNOEIG OTOUG TOUEIC 


FEVOOOXEIWV KAI UETAPOPWV (10% KATW TOU HECOU OpoU). 
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Etrlxeipnoeic Koivns O@éeAeias 


2thv AyyAia YETTA THV aTrEeAEUBEOWON TWV AYOPWV NAEKTPIKNS EVEPYEIAG KAI 
QUOIKOU GEpiou UTTAPXOUV TIAEOV EVGAACKTIKOI TIPOUNVEUTEG OTIC UTTINPEOIEC 
KOIVAG WOEAEIAG KAI TrapaTNpEital UWNAO TrooOCOTS aTTOXWPNONS TEAATWV. 
MapodAo trou n Tiun eival Oo KUPIOG Trapdywv yia ThV aAAayA TrpOUNPEUTH, o1 
KATAVAAWTES ETTIAEYOUV HE BAON Eva OUVOAO KpITNPiWv OTTWC OI TTAPEXOUEVEG 
UTINPEOIES, N ETTWVUHIA KOI N OTAON TNS ETMXEIPNONS IPOS Tov TreAdTN. 
ETTOUEVWC, TTAPOAO Trou O! TrEAdTEG SEV ETTIBUUOUV IDIGITEpPA va avaTITUgOUV 
KATIOIA THO OTEVA OXEON HE TIC ETTXEIPNOEIG KOIVG W@EAEIAG (TTODOOTO 
TIPOBUUIAG 15% KATW TOU UEDOU SpoU), EsAKOAOUBOUV va UTTGPXOUV EUKAIPIEG 
BeATiwons TNS EIKOVaG Id ETTIXEIONONS Kal UEiwWONS TNS ATTOKWENONS TEAATWV 
YEO ATIO THV avaBdOuIoON Tou ETTITTESOU ECUTINPETNONS KAI THY avaTITUgNn 
ETTIKOIVWVIWV HOPKETIVYK, HE ATTOOTOAN OTOXEUNEVWV UNVUUOTWV HOC YE Ta 


EVTUTTA TWV AOVAPIAOUWV TIANOWUNG. 


ZTaBEpH KAI KIVNTH THAE@wvia 


H atreAeuBENWON TNS ayopdcg oTABEpNS TNAEMwvidc ETTETPEWE THV EID0D0 OE 
TTOAAOUG VEOUG AVTAYWVIOTES HE ATTOTEAEOUA va AUENVEI ONYAVTIKA TO TIOOOOTO 
aTroxwenons TEAaTWV. ZUUMWVva UE THV EPEUVA, OI ETTIXEIONOEIGC OTABEPHAC 
TNAEQWViaG EXP! ONYEPA Ev ExOUV OWOE! EYMAON OTNHV avaTTUENn 
UOKONOXPOVIWV OXEDEWV HE TOUG TIEAATEG, KUPIWGC yIaTi TO TIPOIOV BEWwpeEiTal 
commodity. O1 TreAdTES Eu@aviGouv ETTIOnS TO KAUNAOTEPO TTODOOTO TIPOBULIAG 
EUTTAOKNG OE UIA THO OTEVN OXEON HE TNV ETTIXEIDNON OE OXEON HE TOUG GAAOUG 
TOUEICG TOU E€ETACOVTA! (23% KATW TOU WEOOU OPOU). KaBWS SWS TO TTAKETO 


UTINPEOIWV KAI TTPOIOVTWV TTOU TTIPOOMEPOUV O! ETAIPEIEG OTABENNHS THAEQWVviAG 
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dlapKWs OIEUPUVETAI, KPiVETAI OKOTTIUO va agloTToInBoUV TIEPIODOTEPO oO! 


OUVATOTNTES AVATITUENS OXEOEWV HE TIEACTEG. 


Ol ETTIXEINNOEIG KIVATAS TNHAEPWviac, avTibeTAa, TIPOOEAKUOUV IdIGITEDA TO 
EVOIAMEPOV TWV TIEAATWV YIA AVATITUEN OKXECEWV KAI EXOUV KATOPOWOE! va 
QglOTTOINOOUV THV EYMOVA HE THV KiIvnTA THAEQuwvia, ld1diTspa OTA VEAVIKG 
TUnYaTAaA THS ayopds. O SiapKhsg EY"TTAOUTIOUOG Kal Nn avaBdBuIOn Twv 
TIPOIOVTWV KOI UTINPECIWV, KABWS KAI TA TIPOVOUIA THOTOTNTASG KAI TO UWNAD 
eTimeOO EFUTINPDETNONS OUUBGAAOUV OTNV KGAAIEPYEIA IOKUPWV OKXEDEWV HE 


TOUG TIEAGTEG. 


5.4 To CRM otnv EAAdda 


H epapyoyh Tou CRM arto Tig GUYXPOVES EAANVIKES ETTIXEIDNOEIC Eival OXETIKO 
TTEPIOPIOMEVN KAI TTAPOUGIGCE! ONYAVTIKG TrEep|OWPEIA YEAAOVTIKNS avaTITUsNS. 
ZDUUMWVA HE EPEUVA TTOU OIEEHXON OTIC WEyAAUTEpPEG BdOE!I KUKAOU EPYAOIWV 
ETTIXEIDNOEIG OTNV EAAdGoa Kal SnyoolIEUOnKe oTO Business Process 
Management Journal to 2003, Trepitrou TO 50% Twv ETTIXEIDMOEWV SEV EXE! 
UIOBETHOE! TIEAATOKEVTPIKN MiAoGOgia, EvwW TrAaPGAANAG, aTIO TEXVOAOYIKNS 
atrowns, TO oTddio avdatiTuEns TOU CRM Twv opyaviouwv Trou Thv epapydoCouv 


€iVal AKOUC APKETA TIPWIHO. 


E1dikotepa, we Baon atroteA€ouata TNs Epeuvac (Stefanou, Sarmaniotis, Stafyla, 
2003) Trou TrpayyaTtoTroiOnke of Seiyya 170 yeydAwv etrixelonoewv To 41,5 % 
TWYV ETTIXEIPNOEWV SIABETE! KATIOIO OUOTHYA KATAYpAgNS OEdOUEVWV OYXETIKWV 


UWE THV IKaVOTTOInNON TWV TrEAAaTWV, OTTWCG EPWTNYATOAOYIA, e-mail, EpPEUvES 
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KATAVAAWTWV, THAEPWVIKO KEVTPO. Ettionsg To 61,7% Epapyocel KATTOIO COUOTNYA 
KaTaypagns TrapatTrovwv TWv TreAaTWwv. H GuAAOyN SEOOUEVWV OXETIKG HE THV 
IKaVOTTOINON N Ta TrapatTrova Twv TreAaTWV IAS ETTIXEiMNONS Eival 1d1ciTEpa 
Xpnolun, KOAUTITE], WOTdOO, Eva TTOAU HIKEO TUNA TWV aTTaITACEWV OE 
TANPOMPOPHONn TOU TpouUTIOVETEH N UIOBETNMON lag TEACTOKEVTPIKNHS 


KOUATOUPAG. 


Etrimpoo8eta, COUUMWVA HE THV EPEUVA, TO TTOOOOTO TWV ETTIXEIDMOEWV TIOU 
XPNolyoTrolei CUOTNYA SiaxEipions EmIXElpnolakwv TTOPWV (ERP) iva 53,4% 
KAI EKEIVWV TTOU EXOUV VAOTTOINOE! Eva CEXWPIOTO EFEIOIKEULEVO TTANPOMOPIAKO 
ovuotTnyua CRM egival 10,38%. H yéon SidpKeia yprjons TOU OUOTHYATOS CRM eivai 
14,5 unves, YEyovOs TTOU ATTOKAAUTITE! TIOOO TIPOOMaTN Eival Nn Eidodd0cG aUTWV 
TWV TIANPOMOPIAKWV OUOTHUATWV OTHV EAANVIKH ayood. OTTWs TIPOKUTITE! ATTO 
Ta TrapatTrdvw, n dieioduon Twv TANPOMOpiakWv GOUOTNHUGTwv CRM otnv 
eAANVIKH AyOpPG Eival WIKOH, OESOUEVOU STI N EPEUVA OIE—EHKON OTIC UEYAAUTEPEG 


EAANVIKEG ETTIXEIDNOEIC. 


Ooov agopa tnv GTOWN TwVv OTEAEXWV VIA THV TTEAQTOKEVTPIKN MiACOOgia, TA 
ATTOTEAEOUATA TNS EPEUVAG PAavEpWVOUV OTI N TIAEIOWNDIA TWV EOPWTWHEVWV 
XAPAKTNPICE! ONYAVTIKN A TOAU ONUAVTIKN THV TOVWON TNS EUTTIOTOOUVNSG Twv 
TEAATWV YI THV ETTIXEIONON (98,8%), TH SIAUOPQ@WON YAKPOXPOVIWV OXEDEWV 
UWE TOUG TrEAaTEG (96,2%) KaI THV AUENON TNS IKavoTTOinNONnS Twv TrEAaTWV 


(93,1%). 


Adyu) EAAEIWNS SIABECIUWV OTATIOTIKWV OEOOUEVWV aTTO TO 2003 kal ETTEITAa, dev 
eiuaoTe Of BEON Va yvWwPICOUUE TO ONUEPIVO eETrTiTTEd50 UIOBETNONS TOU 


ouoThnyatTog CRM arto Tic EAANVIKEG ETTIXEIDNOEIC. ZUUMWVA HE TIC TACEIC TNS 
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ayopdc, aAAd Kal BOE! TNS BETIKNS avTIUETWTIONS TOU CRM atré Ta oTEAEXn 
ETTIXEIDNOEWV EKTIUAGTAI OT! EXE! AUENPEi nN diciodduon Tou TrAnPOMOPIAKOU 


OUOTNUATOS Kal TNS PiAoGO@iacg CRM otic EAANVIKEG ETTIXEIDNOEIC. 


DTEAEXN TNG AYOPAG TTOU OPAOTNPIOTIOIOUVTA! OTOV TOWEA TWV OUOTNHHATWV 
CRM extipouv OT! O1 E€€AiEEIg TNS ayoopdg CRM trpoBAETrovtal Euvoikéc, KABWS N 
oTpaTnyiKn EoTiaonG oOTOV TrEeAdTnH KEpdicel OAOCEVA sdaMoc. APKETEC 
ETTIXEIDNOEIC, IOlGiTEPA GAUTEG TOU SPAOTNPIOTIOIOUVTAI OTOV TOUEA TWV 
UTINDEOIWV OUVEIONTOTIOIOUV TH OTTOUDAIOTHTA TTNHS TEAATOKEVTPIKHG 
TIPOOEVYIONS Kal Eival TIPOBUUES va ETTEVOUOOUV TIPOG GUT ThHV KaTEUBUVON. 
(Kidxou, 2003). NapaAAnAa, n TrayKoopioTroinon, Nn OUYKAION TwWv ayopwv, Nn 
OPAOTNPIOTIOINON TTOAVEOBVIKWV ETTIXEIONOEWV OTN KWPA YAS TOU EPap"OCOUV 
oTpatnyikh, CRM donuioupyouv véa SedovEva oTNHv ayopa kal OTNV E€UTINPETNON 
TWV TrEAATWV. Eival ETOUEVWS ETTITAKTIKN AVAYKN O! EAANVIKEG ETTIXEIDNOEIS va 
akoAou@noouv Tic TrapaTTdvw = Efedigei¢ uIOBETWVTAG  TTEAATOKEVTPIKNH 
OTPATNYIKN, WOTE va ETTITUXOUV SIATHPNON TWV ONUAVTIKWV TTEAATWV TOUG KAI 


TOVWON TNS KEpdoMopias TOUG. 
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5.5 ZUUTTEPAOYATA 


Vv 


To Customer Relationship Management atroteAsi éva ouvovOUAEuLa 
ETTIXEIDNOIAKNSG OTPATNYIKNS, TIEAATEIAKHS TIPOOEYYIONS KAI TEXVvOAOYiac. 
ZuvoudZe!| ThV @iAocogia tou Relationship Marketing ye th ovYxpovn 
TANpo@opiakh TExvoAoyia OE UIA EvIaia OTPATNYIKH TOU OONnyEi O€ OUVAWN 
UAKPOXPOVIWV OKXEOEWV EUTTIOTOOUVNSG HE TOUG TIEAGTEG, TUNUWATOTTOINON 
TTEAATWV KAI EOTIAON OE EKEIVOUG TOU Eival TIO KEepdoMopo!, KABWS Kal 


ONMIOUPYIA TIPOOWTTOTIOINUEVWV EUTTEIPIWV VIA TOV TEAGTN. 


Ta o@€éAn Trou eival SuvaTév va Trapéxel TO CRM o€ €éva opyaviouod eivai 
TOAAGTIAG, OTWG avgnon Eeo0ddWV Kal KEpdo@opiac, avEnyEvVN 
QTTOTEAEOUQTIKOTHTA = KOI ATIOOOTIKOTNHTA TWV TUNUOTWV LUMPKETIVYK, 
TTWANOEWV KAI ECUTINPETNONS TrEAATWV, AUENUEVO ETTiTTEOO SiaTAPNONS Kal 
IKavoTTOInNONnS teAaTwv. Empoo8eta, nN etmixeionon ATIOKOWICE! Kal 
OpIOvEVa UN aTITa Af GuEOa HETPHOIUA OMEAN aTIO TNHV ETTITUXNHEVN 
emapyoyn Tou CRM, ta otroia ouvn8we> Siagaivovtal oe BdB0cG xpdvou, 
OTTWS N SUVaTOTNTA diapopoTroinons atro TOV avTAaYWVIOHO, N KAAUTEPN 
AVTATTOKPION OTIC AVAYKES TWV TrEAATWV, N BEATIWON TNC ETAIPIKNS EIKOVAG 


KAI N ATTOOOTIKOTEPN OUVEPYACIA TWV TUNUATUWV. 


H emituXnuévn vio8ETNoON THs OTPaTNHYIKHS CRM trpouTTIOVETEI OTTOUSAIES KAI 
TIOAAaTIAEG AAAAYES yiIa TO OUVOAO TNC ETTIXEINNONS. EldiKOTEpa, atraitei 
AVACKESIAOUO TWV ETTIXEIONOIAKWV O/ASIKAOGIWV, UIOBETNON TIEAATOKEVTPIKNHG 


KOUATOUpaS Kal EPAapYOYN VEUG TEXvOAOyiac. 
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Vv 


H diaydpgwon opdyatos Kal oTpaTnyiKhs CRM, Kka@wes kal n avdatrTugn 
EpyaAeiwv TrapAaKOAOUENONS Kal AgloAdynons TNs ETridoONS TOU, OTTWCS TO 
CRM Scorecard ouuBdAAouv ouoIdoTIKaG OTNV AUENON TNS aTTddo00N¢ TNs 


eTrévouons (ROI) og CRM. 


Napa Ta onyavtikd o@méAn Trou To CRM eEivai Sduvatév va TPOO*EpPE!, Eva 
TTOAU UEYGAO TIOOOOTO TWV ETTIXEIDNOEWVY TIOU TO EMdPYOOaV SEV 
KaTOp8Woav va avTANnOOUV ThHV AVAHEVOUEVN Agia. Ze Eva WEYGAO Babu o1 
QTTOTUXNHEVES epapyoyés Tou CRM ogeiAovtal O€ UTTOEKTIUNON TNS 
TTOAUTTAOKOTNTAG KAI TOU EUPOUG TWV AAAGYWV TOU N OTPATNYIKH AUTH 


OUVETICYETAI. 


H agiotroinon TrOAAATIAWV KAVAAIWV ETTIKOIVWVIOG TTOU ETTITUYXAVETOI HE THV 
TTOAUKQVOAIKH, ~=OAOKANnPWON SnNuloupyEi E€AIPETIKEG EUKAIPIEG YyIa TNH 
dIEUPUVON KOI EVOUVGUWON TWV TIEAQTEIAKWVY OXECEWV KAI OUUBGAAE! 
ONUAVTIKG OTNV ETTITUXIA TNS OTPATNYIKHS CRM. Xdpn otnv troAuKavaAiKh 
OAOKANPWON N ETTIXEIONON OUAAEYE! TTANPOOPIEG yIA THV TIEAATEIAKNH TNS 
Baon até TrOoAAaTTIAG OnuEia AAANAETTIOpAONs, Evw TTAPGAANAG TrapEXOVTAI 


OUVATOTNTES VIA THY TIPOOMOPG UIAG AVWTEPNS ENTTEIDIAG OTOV TTEAGTN. 


To IvTEpveT Ka! TA WHOIAaKG KavaAla CUUBGAAOUV OADEVA TIEPIODOTEPO OTNV 
eTTITUXia TOU CRM, KaOwe diakpivovtal até eveAiEia, SuvaTdTHTAa TrapoxNns 
TOAAaTIAWY TIANPOMOpIWV KOI XAaYWNAO KOOTOG. To e-CRM yvwpiZel 
ONUQVTIKH EPAPYOYN, AUEAVE! TIC AVAAUTIKEG OUVATOTNTES TNS ETTIXEIONONS 


Kal ONUIOUPYE! TTOAU BETIKEG TIDOOTITIKES VIA TO NAEKTPOVIKO EUTTOPIO. 
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Vv 


O avOpwrttivos tTrapdyovtas SiadpayariZe! KABOPIOTIKO POAO YI THV ETTITUXIA 
Tou CRM. H utroothpign Tou OUOTHYATOS aTTO THY AvWTATN Sioiknon, KABWS 
KaI N aTrodoyxnh Kal EUBUYPGUUION Twv EPYACOUEVWV HE TN MIACDOWIA TOU 


CRM égival Kpioivol TapayovtTEs To ETriTrEdO TNG ETTITUXIAG TOU OUOTHUATOG. 


H ouAAoyh Sed0uEVWV Kal nN SuvaToTHTA SiayopMwong OKXECEWV 
EUTTIOTOOUVNG HE TIEAGTEG YEOU OTA TrAdioOla TNS OTPATNYIKNS CRM Sev Eival 
ECi0OU ~EUKOAN YIA ETTIXEIPHOEIG OIAMPOpETIKWV KAGOWV. H TrIPOBULIA TWv 
TEAATWV va OIABEDOUV TIPOOWTTIKA TOUG OTOIXEIA OIAPOPOTTOIEITA! ONUAVTIKA 
avd KAddO, yeyovog Trou atraitéi KATGAANAN TIPOCOEyYION KAI Trapoxnh 


ETTITIAEOV KiVATPWV OTOV TTEAGTN ATTO THY TIAEUPG KATTOIWV ETTIXEIONOEWV. 


Or yeyaAEec EAANVIKEG ETTIXEIDNOEIG OTQV EAAGSa tTrapouoidGouv yayNAd 
TOOOOTO UIOBETNONS TNS TEAATOKEVTPIKNHS iAODOgiac (TrEpiTtoU 50%). 
Etrimpoo@eta, n Epapuoyn E€ElOIKEULVEVWV TTANPOMOPIAKWV OUOTNUATWV VIA 
THV UTTOOTAPIEN TNS OTPATNYIKHS CRM trapauével aApKETa TrEpIOpIOWEVN 


(10%). 


H avaoKotmon tng Sévng ap8poypagiacg Mavepwvel OT! COTO EEWTEPIKO KAI 


KUpiWs¢ oTNV AYEpIKh, OTTOU Nn ayopd Tou CRM €yél TrAE€ov POGOE! OTO OTASIO TNS 


WPINOTNTAG, O apXIKOG EvVBOUTIAGUOs via TO CRM €xél Trepiopiotei ONUAVTIKG Kal 


TN BEon TOU Exel AGBE! N ETTIPUAAKTIKOTHTA VIA TA TIPAYUATIKA OMEAN TOU Kal VIG 


THY aTTOdOON ETTEVOUONS TOU TIPOCOMEPE!. TO UWNAO TTODOOTO ATTOTUKXNHEVWV 


epapuoywvy CRM €yél oOTpéWwel TO EVOIAMEPOV TWV OUYyYpAag~eWV OTNV 


TTOAUTTAOKOTNTA TOU EVvEXE! N UAOTTOINON aUTNS TNS OTPATNYIKNS Kal OTNV 


avdAvon Twv TrOAAATIAWV EUTTOOIWV KOI TWV KPIOIUWV TTAPAYOVTWV yIa THV 


ETTITUXIO TOU. 
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Agicel O€ va avagepOEi OT! OTNV FEvn apOpoypagia Exel UTTOOTNPIXOE! OTI, 
O£€OOUEVOU TOU EUPOUG KAI TOU HEYEBOUG TWV AAAAYWV TTOU Nn EPapYOYN Evoc 
OuoTnyatTos CRM ouveTrdyetal o€ ettitredo Ettiyeionons, To CRM 8a uTTopouoE 
va oplotei WG N TPiTn THO ONYavTIKh EeTTAavVaOTAOH OTOV KOOUO TWVv 
ETTIXEIDNOEWV, WETA TH AEITOUPYIA TOU TTPWTOU EPYOOTACGIOU aTTO Tov Thomas 
Lombe to 1718 otnv AvyAia kal Thv Eloaywyh TNS ypauuns Tapaywyrs oTnv 
TTAPAYWYIKH SiadikaGia Epyootadiwv atré6 Tov Henry Ford to 1913 (Kotorov, 


2003). 


Mia tTOo0 oTTOUdAdIA EfEAIEN OTOV TOWEG TNS SIoiKNONS ETMIXEINNOEWV OE Ba 
UTOPOUOE va uN Siakpivetal ato TrOAUTTAOKOTNTA Kal SuOKOAIAa UAOTTOINONG. 
Ka@ws Ta TTAEOVEKTHYATA KAI Nn agia Trou gival OuvaTov va avTANOE! HIG 
emixeionon amd to CRM _ eivai troAAaTTAG kal TpayyaTOTTOINOIWG, Nn 
ATTOYONTEUON KAI N ATTAIOIOSOsia yia Tig SUVATOTNTES ETTITUXIAG TOU OUOTHUATOG 
TIPETTE] VA TrEeplopioTOUV. Ejival avayKaio KdOE EtlxEeipnon va KAaTAVONOE! Th 
ONUAVTIKOTNTA TOU EYXEIDNUATOS KAI VA AVTIANGOEI TIC ATTAITHOEIG OE OTPATNYIKO 
OXESIAOUO, OPydvwon KAI TIC TrOAAaATIAEG YETABOAEG TrOU ATTAITOUVTAI OE 
ETTITIEOO ETTIXEIDNOIAKWV SIAdIKACIWV, KOUATOUPAS KAI TEXVOAOYIASG, WOTE va 


OIAOMAAIOTE! N ETTITUXNHEVN UVAOTTOINON Tou. 


Ta OéAN TOU UTTOPE! VA ATTOKOHICE! Evag Opyaviouds aTré TO CRM kpivovtai 
QKOUA TIO AVAYKAIA OTIC HEPES HAG TTOU /N OIKOVOLIA TODO OE EOVIKO, OOO KAI OE 
OlEQVES ETTITTIEOO TTAMOUOIACE! ONUAVTIKN TITWON KAI OUOTNUOATIKES OIAKULAVOEIC. 
H ouyxpovn etixeipnon utropei xaepn oto CRM va atro@uyel oTraTdAn TrOpwv 


KQI ATTWAEIA TIEAATWV KOI VO ETTITUXE! PONV avaTITUEN, YEOA aTTd THv EOTiIAON 
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O€ KEPOOMOPOUS TIEAATEG, TH OIATHAPNON TOUS KAI THV AUENON TWV TTWANOEWV 
TNS. 

To Customer Relationship Management dev atroteAsi TravdKela yia GAOUG TOUG 
opyavioyous. H ouuBoAn TOU OUWS OTHV ETTITUXIA ETTIXEIDNOEWV TTOU TO 


EPAPUOCOUV ETTEITA ATTO OTPATNYIKO OXEDIAOUO, avadiap8pwon SiadiKaoiwv Kal 


Opyavwoldakés AAAQaYES UTTOpEi va Eival TIPAYHOTIKG TTOAUTIUN. 
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